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20,000  people  an 
ready  to  call  you 


cialty  is  promoting  cannod  products. 

Then,  to  keep  can-making  factories 
all  over  the  country  turning  out  regular 
and  rush  orders,  tlu're  are  executives 
uith  their  secretaries,  mechanics  and 
laborers,  truckmen  and  truck  drivers. 

These  20,000  people  make  up  Ameri- 
lan  Can  Company. 

Yi  henever  you  place  an  order  with 
American  Can  Company,  you  put  these 
20.000  people  to  work  for  you.  1  our 
jtrohlems  become  their  problems.  And, 
in  a  real  sense  of  the  word,  they  call 
vou  ''boss."’ 


call' 


Some  of  tlnun  are  research  men  .  .  . 
some  marketing  men  .  .  .  and  some  en¬ 
gineers.  Their  job  is  to  help  package 
products  in  the  right  container. 

Also  among  these  20.000  people  are 
sc-ientists  who  solve  all  sorts  of  eanning 
problems  .  .  . 

.  .  .  and  elTicieney  experts  to  step  up 
canning  output,  cut  dow  n  canning  costs. 
Sales  Koadmen  to  w  atch  over  your  clos¬ 
ing  machines.  \  oil’ll  find  merchandising 
and  advertising  men,  too.  Their  spe¬ 


P^io<yixi4n  jA'Uie 


f 
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U.  S.  Patent  No.  2,079,415 

Black  Pepper  Flavor  At  Its  Best 

PEPPERCREAM,  on  sheer  merit,  has  estab¬ 
lished  itself  in  the  seasoning  field  as  the 
greatest  single  forward  step  of  science  in  that 
direction  in  the  past  decade. 

PEPPERCREAM  has  been  adopted  by  some 
of  the  country’s  outstanding  food  manufac¬ 
turers  as  the  answer  to  their  problem  of  in¬ 
corporating  black  pepper  flavor  into  their 
products  without  specks,  discoloration  or  bac¬ 
terial  contamination.  Write  for  free  sample! 

Manufactured  exclusively  by  the 


Western  Branches:  923  E.  Third  Street,  Los  Angeles,  California;  1250  Sansome  Street,  San 
Francisco,  California  •  In  Canada:  J.  H.  Stafford  Co.  Ltd.  21  Hay  ter  St.,  Toronto,  Canada 

THE  CANNING  TRADE  is  published  every  Monday  by  THE  CANNING  TRADE,  20  S.  Gay  St.,  Baltimore,  Md.  Arthur  I.  Judge,  Manager  and  Editor;  Arthur  J. 
Judge,  Advertising  Manager;  Edvrard  E.  Judge,  Circulation  Manager.  Yearly  Subscription  price:  U.  S.  A. — $3.00;  Canada — $4.00;  Foreign — $5.00.  Advertising 
rates  upon  aoplication.  Forms  close  Wednesday;  cover  forms  Tuesday.  Copy  required  for  proof  ten  days  in  advance  of  close.  Entered  as  Second  Class  matter 
at  the  Post  Office,  Baltimore,  Md.,  under  Act  of  March  3rd,  1879. 


33  YEARS  OF 

SPECIALIZED 
I  NSUR ANCE 
SERVICE 

fo' 

THE  FOOD  INDUSTRY 

As  usual  our  headquarters  during  Convention  Week  will  be 

BOOTH  207 

(in  the  Foyer  of  the  Grand  Ball  Room 
on  the  Mezzanine) 

Please  stop  in  and  look  over  our  display. 

You  will  be  warmly  welcomed  by  our  officers  and  repre¬ 
sentatives  who  will  be  glad  to  answer  any  questions  pertain¬ 
ing  to  your  insurance. 

CANNERS  EXCHANGE  SUBSCRIBERS 

at 

WARNER  INTER-INSURANCE  BUREAU 

Lansing  6.  Warner,  Incorporated 

Attorney 

222  North  Bank  Drive  Chicago 
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LET  US 


UJ  R  E  S  T  L  E 

WITH  YOUR 

CRnninG  PROBLEm 


The  entire  Heelcin  organization 
is  at  your  disposal  from  the 
Heekin  Pood  Research  Depart¬ 
ment  to  canning  engineers  to  dis¬ 
cuss  your  problems.  Our  present  ^ 
customers  know  that . . .  and  there 
is  no  obligation  when  you  discuss 
your  problems  with  us.  We  are  all  in 
business  to  sell  more  canned  foods 
.  .  .  that  in  itself  is  a  big  job.  By 
improving  the  quality  of  your  pack, 
more  canned  foods  can  be  sold. 
May  we  help  you  solve  your  can¬ 
ning  problems?  THE  HEEKIN 
CAN  CO..  CINCINNATI.  OHIO. 


SPRAGUE-SELIS  BLANCHER 


The  sturdiest,  most  rigid  blanching  unit  ever 
ottered.  All-steel  welded  construction  combines 
lighter  weight,  lower  cost,  greater  strength  and 
longer  lite. 


TO  PROFIT  FOR  THE  CANNER 


GRADER 


Food  Machinery  Corp. 

(Sprague-Sells  Division)  Hoopeston,  IIS. 


□  Full  Details  Re 


□  Your  General  Catalog 


Attention  of: _ 


(Sprogue*  Sells  Division) 
HOOPESTONr  liLINOtS 


□  □□□□□□ 


LEWIS  QUALITY  GRADER  AND  WASHER 


Accurately  grades  peas  tor  quality  by  specitic  gravity 
principle,  separates  all  the  tancy  peas  trom  those  more 
mature.  Easy  to  keep  clean — reclaims  and  re-uses  brine. 
As  a  washer,  whirlpool  action  tloats  ott  skins,  splits  and 
light  trash. 


TENDEROMETER 


A  scientific,  precision  instrument  that 
tests  peas  for  tenderness.  Permits  buying 
peas  on  an  accurate  graded  basis,  con> 
trolling  quality  and  saving  money. 


HI -SPEED  FILLER 


*  FMC  Engineers  are  constantly 
developing  and  testing  new  machines 
for  producing  finest  quality  packs 
at  lotcer  cost. 


Pre-briner  dispenses  a  measured  amount  ot 
liquid  into  empty  can,  speeding  up  tilling. 
Floor  base  encloses  cut  gears  and  bearings 
from  contact  with  brine,  giving  longer  wear. 
Easily  adjustable  for  grade  and  tor  other 
products. 


ELEVATOR  BOOT 


Measures  and  feeds  peas  into  elevator 
buckets  with  extreme  accuracy  and  with¬ 
out  damage  or  waste. 
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Made  in  two  sizes,  for  all  types  of  rectangular  or  irregular  shaped 
ends;  the  No.  140,  shown  above,  for  one  gallon  up  to  two  gallon 
size,  and  the  No.  176  for  all  sizes  up  to  one  gallon. 

Completely  automatic  feeding  of  ends,  die  lining,  curling  all  the 
way  around,  and  restacking. 


On  View  At  Our 
Booth  In  The 
Exhibition  Hall 


This  system  allows  the  use  of  less  expensive,  maintenance — free,  ConnerS  Conrention 

flat  flange  dies  for  producing  the  ends.  All  working  parts  in  base 


operate  directly  in  oil. 

Die  lining  carriage  is  split.  Can  be  thrown  back  Tor  instant  clean¬ 
ing  of  compound  applying  station. 
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Crown's  field  service  men  are  really  members  of  your  organiza¬ 
tion  on  every  day  but  payday!  Always  working  in  your  interest . . . 
safeguarding  your  pack . . .  They  are  truly  your  food  technologists. 

Call  upon  their  service  at  any  time  to  help  solve  your  technical 
problems ...  as  they  arise...  or  better  still ...  before  they  develop. 

CROWN  CAN  COMPANY,  PHILADELPHIA.  PA. 


Division  of  Crown  Cork  and  Seal  Company 


BALTIMORE  ST.  LOUIS  HOUSTON  MADISON  ORLANDO 


FORT  WAYNE  NEBRASKA  CITY 
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STEAM 

COIL 


2.AUildu 

PEA  SEED 


Canning  Freezing  Spots  Futures 

Will  Again  Welcome  You  At 

BOOTH  NO.  122,  GRAND  BALLROOM 
PARLOR  NO.  1535A  HOTEL  STEVENS 

Gallatin  Valley  Seed  Company 

BOZEMAN,  MONTANA 


AYARS  MACHINE  COMPANY,  Salem,  New  Jersey 


AYARS  Latest  10  Station 
New  Perfection 

PEA  &  BEAN 
FILLER 


Has  two  separate  Briners  over  funnels,  dis¬ 
pensing  half  of  the  brine  before  the  peas 
and  the  balance  on  top  of  the  peas. 

Having  ten  Pockets  brine  has  ample  time  to 
soak  in  the  peas  before  leaving  the  funnels. 
This  materially  increases  speed. 

New  Design  for  High  Speed. 

Large  Revolving  Hopper. 

This  machine  and  others  will  he  shown 
at  our  booth  No.  2  at  Canners  Convention 
January  20th  to  24th,  1941. 


PEA  ADJUSTMENT— % 

I 

LIQUID  adjustment' 


-REVOLVING  HOPPER 


.fi.  CHANCE 
^  GRADE 


FOR  FILLING 
PEAS,  BAKED  BEANS, 
LIMA  BEANS,  RED 
KIDNEY  BEANS,  WHOLE 
GRAIN  CORN,  HOMINY, 
DICED  BEETS,  DICED 
CARROTS,  Etc. 


8 
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business 
111  more/ 


Conners  mustimi 
their  packs  uii 

BETTER  ilETHa 


Over  twelve  years  ago  we  introduced 
the  method  of  salting  vegetables,  sea 
foods,  and  the  like  with  tablets. 

We  developed  and  perfected  the  auxili¬ 
ary  depositing  eguipment  that  assures 
a  predetermined  exact  amount  of  salt  in 
every  can. 

We  built  the  unusual  unit  that  deposits 
two  distinct  flavoring  tablets  in  a  con¬ 
tainer  simultaneously. 

We  have  contributed  much  to  the  can¬ 
ning  industry  in  our  experimentations 
with  calcium  chloride  in  tomato  packs 
to  control  the  firmness  of  the  product. 


fTlHAT'S  the  way  things  are  in  this 
world- -and  we  shouldn't  have  any 
arguments  about  it.  The  fellow  who 
can't  keep  step  and  lags  behind  finally 
will  fall  out  of  the  parade. 


Scientific  Tablet  Company,  a  division  of 
The  G.  S.  Suppiger  Company,  is  com¬ 
posed  of  practical  men  who  with  actual 
experience  concern  themselves  with  the 
problems  of  improving  canners'  packs, 
particularly  through  flavor  control  and 
accuracy  in  seasoning. 


See  us  and  our  latest  equipment 
at  the  Convention  in  Chicago, 
week  of  January  19.  Booth  52 


SCIENTIFIC  TABLET  Company 


Division  The  G.  S.  Suppiger  Company 

1530  HADLEY  STREET,  ST.  LOUIS,  MO 
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The  regular  freight  rate  would  have  been  only 
$18.  The  express  fare  was  many,  many  times 
this  amount.  But  a  paeker  was  waiting  for  eans. 
He  had  to  have  them  or  lose  part  of  his  pack. 

What’s  the  story?  Just  this.  You  know  how 
estimates  of  can  requirements  can  sometimes 
go  haywire.  No  matter  how  carefully  needs  are 
figured,  once  in  a  blue  moon  they  are  under¬ 
estimated.  That  happened  to  one  of  Continental’s 
customers.  He  found  himself  running  short  of 
cans — and  with  a  bumper  crop  on  his  hands.  He 
wired  a  quick  S.O.S.  to  Continental. 

It  was  late  in  the  season  and  these  cans  had  to 
be  made  of  special  weight  tinplate.  The  plant 
supply  of  this  plate  was  exhausted.  To  ship  plate 
from  the  closest  mill  to  the  plant  by  freight  car 
— the  usual  way — would  take  too  long.  There 


was  just  one  thing  to  do  and  Continental  did  it. 
Plate  for  the  cans  was  raced  from  mill  to  plant 
in  the  baggage  car  of  a  streamlined  passenger 
train.  The  cost  involved  was  a  frr  greater  sum 
than  the  amount  of  the  order . . .  but  Continental 
made  and  delivered  the  cans — on  time! 

Of  course,  this  was  a  very  unusual  case.  But 
it  is  typical  of  how  Continental  delivers  the 
goods”  for  its  customers.  After  36  years  of  service. 
Continental  still  holds  its  record  of  meeting 
every  emergency.  That’s  why  you  can  count  on 
Continental.  Continental  always  comes  through. 
If  you  want  better  service,  cans,  and  equipment, 
why  not  take  advantage  of  this  cooperation? 
Just  consult  your  Continental  representative. 
He’ll  tell  you  how  to  get  fullest  aid  on  any  can¬ 
ning  problem. 


CONTINENTAL  CAN  COMPANY 


NEW  YORK  .  CHICAGO 


SAN  FRANCISCO 


MONTREAL 


TORONTO 


HAVANA 
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EDITORIALS 


Golden  opportunity — it  seems  particularly 
fortunate,  not  to  say  epochal,  that  the  great 
canning  industry  should  hold  its  annual  conven¬ 
tion  this  early  in  what  may  prove  to  be  the  country’s 
most  eventful  year;  and  following  so  closely  upon  the 
call  to  everyone  in  our  country  to  unite  as  one  in  the 
“all  out  aid  to  democracies.”  When  the  canners  were 
first  called  under  the  slogan  “Food  will  win  the  war,”  in 
World  War  I,  they  responded  wholeheartedly,  and 
better,  it  has  always  seemed  to  us,  than  any  other 
group,  and  they  will  do  no  less  in  this  present  emer¬ 
gency.  All  they  ask  is  that  they  be  told  what  is 
expected  or  wanted  of  them,  and  they  will  roll  up 
their  sleeves  and  go  to  work.  This  Convention  will 
answer  their  every  problem.  And  since  time  is  the  all 
important  factor  in  our  defense  preparations,  the  in¬ 
dustry  at  least  has  the  advantage  of  being  told  early. 

In  the  program  of  the  meetings  you  will  note  Govern¬ 
ment  men,  in  position  to  speak,  will  outline  the  plans 
and  show  you  where  you  fit  in.  The  National  Canners 
Association  is  working  very  closely  with  the  Govern¬ 
ment,  and  will  serve  to  co-ordinate  all  efforts  of  the 
industry.  Your  own  personal  interest  will  prompt  you 
to  be  present  to  hear  these  directions,  and  any  discus¬ 
sion  which  may  ensue.  Later  on,  in  our  Convention 
Issue,  you  will  have  these  addresses  in  the  printed  form 
so  that  you  may  refresh  your  memory  whenever  needed. 
But  hearing  them  you  will  have  a  head  start  on  many 
another  industry,  and  can  begin  your  plans  in  ample 
time  and  without  rush. 

The  great  problem  in  a  democracy  is  to  make  every 
man  and  woman  understand  that  they  are  important 
links  in  this  great  chain  of  preparation,  and  that  the 
country  has  a  right  to  expect  everyone  to  do  his  or  her 
full  duty.  That  is  what  democracy  means;  one  for 
all  and  all  for  one.  Ordinarily  the  fullest  latitude  is 
given  to  individual  opinions,  and  consequent  actions, 
but  in  the  time  of  war,  or  preparations  for  it,  that 
privilege  must  be  set  aside  for  the  time,  so  that  our 
force  and  strength  will  not  be  divided.  We  must  be 
united,  and  our  democracy  is  now  old  enough  to  realize 
that,  and  to  act  upon  it.  This  is  not  the  time  to  indulge 
in  our  own  opinions,  as  they  did  in  the  early  years  of 
our  country,  and  which  history  so  clearly  shows  came 
very  near  to  wrecking  our  efforts  to  obtain  freedom 
and  democracy.  This  is  one  of  our  privileges  which 
we  can  renounce  “for  the  duration.”  Renounce  it  in 
the  effort  to  promote  complete  unity.  “United  we 
stand,  divided  we  fall.”  The  enemies  within  will  try 
to  prevent  this  unity,  try  to  make  us  fight  among 
ourselves,  and  we  must  be  on  guard.  As  we  see  it  this 
is  the  great  First! 
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Questions  as  to  how  much  you  should  produce  will  be 
solved  in  plenty  of  time  before  your  canneries  are 
ready  to  run,  but  if  you  will  take  just  one  yardstick 
you  may  drive  ahead  as  hard  as  you  know  how,  and 
without  fear  of  mistake:  QUALITY.  Write  it  down 
as  absolute  truth,  there  will  be  no  room  for  trashy 
canned  foods!  Our  armed  forces  will  have  none  of 
them,  nor  will  the  consuming  populace,  since  they  will 
have  the  money  to  buy  better  foods,  and  will  buy  only 
such.  Your  job,  your  bit,  then,  will  be  to  see  that 
every  can  coming  off  your  runway  is  of  a  quality  worth 
while.  That  means  constant  supervision  from  field  to 
warehouse.  But  it  will  bear  its  own  reward,  (a)  that 
you  are  providing  the  sort  of  food  you  would  wish  our 
fighting  men  to  have  as  they  defend  us,  and  (b)  any 
surplus  over  their  needs  will  find  a  ready  market  at 
profitable  prices.  And  we  might  add,  you  will  be  build¬ 
ing  up  a  confidence  in  canned  foods,  the  war  food,  that 
will  spread  the  consumption  of  them  more  widely  and 
more  permanently  than  anything  else  you  might  do. 
So  it  is  just  plain  common  sense  to  pack  quality. 

The  second  lucky  break  for  the  industry  is  that  you 
will  have  under  the  same  roof,  at  this  Convention,  the 
latest  and  best  in  machinery,  and  in  all  the  supplies 
required.  The  men  in  these  booths  are  able  and  ready 
to  advise  you  honestly  and  well  how  to  produce  that 
needed  Quality,  at  lowest  possible  cost,  or  to  add  to  or 
to  so  change  your  present  equipment  to  produce  that 
result.  Feel  free  to  confer  with  them,  laying  your  pres¬ 
ent  set  up  before  them  so  that  they  can  fully  under¬ 
stand  it,  and  they  will  not  deceive  you,  nor  “sell  you 
down  the  river,”  for  the  sake  of  an  order.  They  are 
all  members  of  the  Canning  Machinery  &  Supplies 
Association,  and  they  have  a  code  of  ethics  which  they 
live  up  to.  They  are  your  best  friends. 

But  play  fair  with  them,  and  for  your  own  protec¬ 
tion:  get  your  orders  of  every  kind  in  early,  not  just 
for  machinery  but  for  all  supplies.  As  the  prepared¬ 
ness  program  gets  into  full  swing  all  these  men  will 
find  troubles  in  securing  supplies,  and  possibly  suffer 
from  a  lack  of  the  right  kind  of  help.  The  result  must 
be  that  delays  will  occur  despite  their  very  best  efforts, 
and  you  can’t  stand  such  delays  when  the  crops  are 
ready. 

There  is  reason  to  believe  that  orders  for  equipment 
will  be  heavier  at  this  Convention  than  ever  before. 
The  U.  S.  Census  for  machinery  has  just  been  pub¬ 
lished,  and  it  shows  that  whereas  in  1937  canning  ma¬ 
chinery  to  the  value  of  $11,839,735  was  bought  in  1939 
they  bought  but  $4,037,831.  They  probably  bought 
more  in  1940  but  it  must  remain  true  that  to  meet  the 
excessive  demands,  canners  will  have  to  add  materially 
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to  their  equipments,  and  it  will  not  surprise  anyone 
to  see  the  1941  sales  far  exceed  not  only  the  1937  fig¬ 
ures,  but  set  a  record  for  any  previous  year.  We  ex¬ 
pect  to  see  this  Convention  set  an  all-time  record  for 
sales.  So  it  might  be  well  to  get  that  order  in  early 
even  at  the  Convention ! 

This  will  be  a  business  Convention,  make  no  mistake, 
as  canners  attend  to  these  many  jobs  of  production,  as 
they  attend  the  School  for  Canners  each  afternoon, 
both  for  technical  canning  problems  and  problems  in 
better  crop  growing,  but  there  will  be  plenty  of  enter¬ 
tainment,  enjoyment,  both  official  and  private.  In 
times  of  war  such  pleasures  seem  to  run  wild,  as  if  the 
excitement  of  the  war  business  calls  for  excess  in 
relaxation. 

We  have  endeavored  to  give  you  the  full  programs 
of  all  Associations,  as  well  as  of  the  special  groups, 
but  when  you  are  at  the  Convention  better  consult  the 
official  bulletin  board  in  case  of  changes,  which  may 
be  due  to  the  unforseen  matters  which  are  likely  to 
come  up  between  now  and  the  meeting:  Announce¬ 
ments  will  be  made  at  the  meetings  as  they  arise,  and 
if  they  arise. 

MERCHANDISING — You  are  given  two  very  inter¬ 
esting  and  important  special  articles  in  this  issue, 
both  having  a  bearing  upon  that  important  subject, 
and  which  is  not  to  be  sidetracked  entirely  by  the  war 
efforts,  merchandising,  or  the  better  selling  of  your 
goods.  The  N.  C.  A.  Merchandising  Committee  will 
undoubtedly  make  its  report  at  the  Convention.  Read 
and  digest  what  Mr.  White  and  Mr.  Brown  say,  for 
you  will  find  it  necessary  to  put  effort  behind  your  sell¬ 
ing  if  you  expect  to  make  a  success  of  it.  You  will  have 
a  fair  proportion  of  your  packs  to  market,  and  there 
will  not  likely  be  any  runaway  in  the  demand,  so  it 
may  be  wrong  of  you  to  expect  to  get  any  price  you 
choose  to  name. 

On  the  other  hand,  if  you  read  and  understand  what 
these  two  experienced  writers  say,  you  will  feel  in¬ 
clined  to  get  behind  your  goods,  and  push.  To  talk 
advertising  to  this  industry,  at  least  to  the  canners  or 
to  the  brokers,  is  generally  wasted  effort,  but  pos¬ 
sibly  the  following  true  story  may  illustrate.  There 
is  a  well  equipped  laundry  in  Baltimore  (probably 
many  of  them)  who  can’t  be  induced  to  do  any  adver¬ 
tising.  As  a  result  its  drivers  work  early  and  late,  and 
yet  can  make  only  a  partial  showing,  comparable  with 
another  laundry  which  does  advertise  extensively. 
When  these  drivers  try  to  extend  the  number  of  cus¬ 
tomers  on  their  routes,  the  people  say,  “well,  who  are 
you;  we  never  heard  of  you;  have  you  any  sort  of  a 
plant;  why  don’t  you  advertise  so  that  we  can  know?” 
In  a  nutshell,  the  drivers  of  this  laundry  make  about 
$25  per  week,  in  comparison  with  the  drivers  of  the 
other,  advertising  laundry,  who  make  $40  to  $60  per 
week. 

We’ve  always  felt  sorry  for  the  salesmen  not  backed 
up  and  helped  by  good  advertising,  regularly  continued ; 
it  is  just  not  fair  to  them.  Each  one  of  us  is  liable 
to  think  that  all  the  world  knows  us  and  our  products. 


but  test  that  out  some  day  and  you  will  get  the  shock 
of  your  life. 

The  average  canner  cannot  afford  to  put  on  a  gen¬ 
eral  advertising  program,  yet  every  canner  must  tell 
the  customers  within  his  distribution  circle  that  he 
has  an  up-to-date  cannery,  equipped  to  handle  the 
products  in  a  clean,  sanitary  manner — and,  if  his  prod¬ 
uct  is  blessed  with  extra  fine  quality  due  to  its  location 
or  the  soil,  or  to  the  manner  in  which  it  is  handled,  tell 
’em.  Specify  the  products  you  pack,  and  the  brands 
under  which  they  are  marketed,  and  if  you  have  sanely 
confined  your  distribution  to  nearby  territory,  use 
those  local  papers  to  advertise  in  a  small  way.  The 
cost  is  small.  The  point  is  that  you  must  tell  the 
people  about  yourself  and  your  goods,  and  since  it  is 
food,  about  how  carefully  and  well  it  is  handled.  To 
leave  this  all  to  the  ultimate  retailer  is  to  abandon  your 
own  goods,  and  to  leave  them  orphans. 

We  are  not  talking  to  induce  advertising  contracts ; 
this  is  not  the  place  for  canners  to  advertise,  neither 
in  this  big  issue  nor  in  the  Convention  issue  after  the 
meeting.  And  that  is  why  we  never  solicit  canners’ 
business,  because  both  issues  die  with  the  passing 
event.  (The  Almanac  is  different  because  it  is  used  all 
during  the  year,  constantly  working  for  the  advertis¬ 
er.)  Your  label  is  your  best  billboard,  and  you  ought 
to  use  it  as  Mr.  Brown  advises,  and  as  we  have  advised 
over  these  many  years,  but  you  need  more  than  this. 
You  need  to  help  get  the  customers  into  the  stores,  you 
need  to  back  up  your  goods  to  the  final  buyers,  if  you 
expect  to  build  goodwill  and  a  continuing  growing 
business.  And  it  costs  so  little  to  do  this. 

Advertising  has  been  going  through  a  drastic  change 
in  recent  years,  and  not  to  its  benefit,  not  to  the  bene¬ 
fit  of  the  advertisers  nor  of  the  mediums.  There  is 
no  mystery  or  hokus-pokus  about  doing  good  advertis¬ 
ing.  There  is  nothing  in  business  which  pays  better 
and  more  lasting  benefits  than  well  done  advertising, 
i.  e.,  in  the  right  medium,  aimed  at  the  right  people,  and 
continually  done,  not  spasmodically,  or  what  is  now 
termed  “spot”  advertising.  The  formula  for  success  in 
any  advertising  is  its  continued  appearance.  In  that 
it  is  like  an  auto  going  up  hill:  if  you  take  your  foot 
off  the  gas  the  car  stops  and  goes  backwards,  and  into 
oblivion.  Look  about  you  and  see  the  number  of  firms 
now  gone  or  drying  up — ^because  they  stopped  adver¬ 
tising,  or  never  advertised.  The  best  advertising 
“copy”  is  just  the  best  sales  argument  you  use  to 
effect  sales  displayed  in  tsnpe,  possibly  with  an  illustra¬ 
tion,  and  not  even  the  use  of  many  colors  is  a  better 
one. 

And  for  supply  men,  which  includes  the  machinery, 
we  recommend  they  read  the  report  of  the  U.  S.  Census 
on  canning,  and  note  that  whereas  in  1937  there  were 
2313  ESTABLISHMENTS  (canneries),  mark  you, 
not  canners,  there  were  but  2,007  establishments  in 
1939.  Years  ago  we  read  that  the  most  expensive  thing 
about  many  an  office  is  its  “mailing  list.”  There  are 
mailing  lists  of  3,400,  4,000,  up  to  6,000  supposed  to  be 
canners.  Strange  the  U.  S.  Census  could  find  only 
2,007!  Don’t  you  think? 
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THE  CONVENTION  PROGRAMS 
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ARRANGEMENT  OF  PROGRAM 

Because  the  interest  of  the  entire  nation  is  now  directed  to 
national  defense,  the  program  for  the  thirty-fourth  annual 
convention  of  the  National  Canners  Association  will  be  devoted 
in  a  large  part  to  that  subject.  The  program  includes  speakers 
who  can  furnish  authoritative  information;  it  covers  topics  that 
have  a  direct  bearing  on  the  part  that  the  canning  industry 
may  play  in  defense  activities.  It  is  a  program  designed  to 
get  down  to  the  facts  of  the  situation. 

Emphasis  on  defense  problems  does  not  mean,  however,  that 
other  subjects  will  be  neglected.  Every  canner  will  find  that 
the  program  includes  meetings,  conferences,  and  discussions  on 
a  wide  variety  of  subjects  of  immediate  and  practical  value  to 
him.  This  fact  suggests  that,  to  get  the  most  and  the  best 
from  the  convention,  canners  should  study  the  program  and 
plan  to  make  the  best  use  possible  of  their  time. 

The  National  Canners  Association  extends  a  cordial  invita¬ 
tion  to  all  members  of  the  canning  industry  and  trade  to  attend 
the  various  meetings. 

REGISTRATION 

The  registration  booth  at  the  Stevens  Hotel  will  be  located 
in  the  Elevator  Lobby,  Mezzanine  Floor,  and  will  be  opened 
Sunday  afternoon,  January  19.  Immediately  upon  arrival 
everyone  should  go  to  the  booth  and  register.  A  special  identi¬ 
fication  button  will  be  issued  on  registration,  which  will  be 
necessary  in  connection  with  entrance  to  the  canning  machinery 
and  supplies  exhibit. 

BOARD  OF  DIRECTORS  MEETING 

Preceding  the  opening  of  the  convention  a  meeting  of  the 
Board  of  Directors  of  the  National  Canners  Association  will  be 
held  on  Sunday  morning,  January  19,  at  10.30  o’clock,  in  the 
West  Ballroom. 


MACHINERY  AND  SUPPLIES  EXHIBIT 

The  exhibit  of  the  Canning  Machinery  and  Supplies  Associa¬ 
tion  will  be  held  in  the  Machinery  Hall,  Grand  Ballroom,  Grand 
Ballroom  Annex  and  Foyer  and  East  and  West  Lounges,  and 
Third  Floor  Annex,  Stevens  Hotel.  On  Monday  and  Tuesday 
the  exhibit  will  open  at  12.00  Noon  and  close  at  6.00  P.  M.  On 
Wednesday,  Thursday,  and  Friday  the  exhibit  will  open  at 
9.00  A.  M.  and  close  at  6.00  P.  M.,  except  on  Friday  when  the 
closing  hour  will  be  2.00  P.  M. 

Admission  to  the  Machinery  and  Supplies  Exhibit  will  be 
by  Canners’  badges.  Brokers’  badges,  or  by  badge  to  be  secured 
at  the  registration  desks.  No  one  will  be  admitted  without  a 
badge. 


LABORATORY  OFFICE 

An  office  at  which  individual  canners  may  consult  members  of 
the  staffs  of  the  Research  Laboratories  will  be  open  in  Private 
Dining  Room  10  on  Monday,  Tuesday,  Wednesday,  and  Thurs¬ 
day  after  9.00  A.  M.  Members  desiring  to  discuss  individual 
canning  problems  are  cordially  invited  to  use  this  service. 


DEFENSE  PURCHASE  INFORMATION 

For  the  convenience  of  those  attending  the  Convention  who 
wish  to  obtain  information  about  food  purchases  for  the  national 
defense  program,  an  office  will  be  maintained  in  Private  Dining 
Room  No.  5,  Stevens  Hotel.  At  this  office,  which  will  be  open 
from  Monday  to  Thursday,  inclusive,  canners  will  have  an  oppor¬ 
tunity  to  consult  Lt.  Col.  Paul  P.  Logan,  Chairman  of  Food 
Committee,  Commodities  Division,  Army  and  Navy  Munitions 
Board;  D.  C.  MacKeachie,  Assistant  Coordinator  of  Defense 
Purchases,  Advisory  Commission  to  the  National  Defense 
Council;  and  John  L.  Baxter,  who  is  serving  for  the  Coordinator 
of  Defense  Purchases  as  a  liaison  between  the  Quartermaster 
Corps  of  the  Army  and  the  canning  industry. 
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NATIONAL  CANNERS 
Stevens  Hotel 

MONDAY,  JANUARY  20 

10.00  A.  M. — Opening  Session — North  Ballroom 

Presiding:  H.  F.  Krimendahl,  President,  National 
Canners  Association. 

Devotion 

Announcement  of  Committees 
Annual  Address 

H.  F.  Krimendahl,  President,  National  Canners 
Association. 

Report  of  Committee  on  Nominations 

Election  of  Officers 

Address 

“The  Army’s  Program  for  Procurement  of  Canned 
Foods.”  Lt.  Col.  Paul  P.  Logan,  Chairman,  Food 
Committee,  Commodities  Division,  Army  and 
Navy  Munitions  Board. 

The  Annual  Report  of  the  Secretary-Treasurer  will  be 
available  in  printed  form  at  this  session. 

2.00  P.  M. — North  Ballroom 

Presiding:  H.  F.  Krimendahl,  President,  National  Canners 

Association. 

Address 

Judge  Harry  Covington,  Counsel  for  National  Can¬ 
ners  Association. 

Address 

“The  Canning  Industry  and  the  Wage  and  Hour 
Law,”  Col.  Philip  B.  Fleming,  Administrator, 
Wage  and  Hour  Division. 

Address 

“Functions  of  the  Advisory  Commission  in  the  Food 
Purchasing  Program.”  Douglas  C.  MacKeachie, 
Assistant  Coordinator  of  Defense  Purchases, 
Advisory  Commission  to  the  Council  of  National 
Defense. 

TUESDAY,  JANUARY  21 

10.00  A.  M. — North  Ballroom 

Presiding:  H.  F.  Krimendahl,  President,  National  Canners 

Association. 

Address 

“The  Role  of  Preserved  Foods  in  the  Defense 
Program.”  Dr.  Samuel  C.  Prescott,  Dean  of 
Science,  Massachusetts  Institute  of  Technology. 

Address 

Dr.  Neil  Carothers,  Dean,  School  of  Business  Admin¬ 
istration,  Lehigh  University. 

Report  of  Resolutions  Committee 
Reports  of  Committees 
Installation  of  Officers 

CANNING  PROBLEMS  CONFERENCE 
2.00  P.  M. — North  Ballroom 

Presiding:  E.  J.  Cameron,  Director,  Washington  Research 

Laboratory,  National  Canners  Association. 

Tomato  Juice 

Recent  processing  studies:  Discussion  Leader — D.  J. 
Wessel,  Research  Department,  American  Can  Co., 
Maywood,  Ill. 

Effect  of  process  and  filling  temperature  on  quality: 
Discussion  Leader — C.  M.  Merrill,  Research  Lab¬ 
oratory,  National  Canners  Association,  Wash¬ 
ington,  D.  C. 


Problems  in  Vegetable  Juice  Production 

Discussion  Leader — H.  P.  Stevens,  Research  Depart¬ 
ment,  American  Can  Co.,  Maywood,  Ill. 

Calcium  Chloride  Treatment  of  Tomatoes 

Discussion  Leader — C.  A.  Greenleaf,  Research  Lab¬ 
oratory,  National  Canners  Association,  Wash¬ 
ington,  D.  C. 

Open  Discussion— Opportunity  for  canners  to  present  questions 
of  individual  interest 

Discussion  Leader — J.  R.  Esty,  Western  Branch  Re¬ 
search  Laboratory,  National  Canners  Association, 
San  Francisco,  Calif. 

RAW  PRODUCTS  CONFERENCE 

2.00  P.  M. — North  Assembly  Room 

Presiding:  Charles  G.  Woodbury,  Director,  Raw  Products 
Research  Bureau,  National  Canners  Association. 

Canning  Crops  C-Men;  N,  P,  K,  Ca  and  Organic  Matter;  Soil 
Tests  and  Plant  Tissue  Tests 

George  D.  Scarseth,  Purdue  University,  La  Fayette, 
Indiana. 

Sweet  Corn  Hybrids,  1940 

Discussion  Leader:  Glenn  M.  Smith,  U.  S.  Depart¬ 
ment  of  Agriculture  and  Purdue  Experiment 
Station. 

Comments:  W.  A.  Huelsen,  University  of  Illinois 
N.  P.  Neal,  University  of  Wisconsin 
E.  S.  Haber,  Iowa  State  College 

Testing  Sweet  Corn  Hybrids  and  Inbreds  for  European  Corn 
Borer  Resistance 

Morris  Schlosberg,  U.  S.  Bureau  of  Entomology  and 
Plant  Quarantine,  Toledo,  Ohio. 

Question  Hour 

Canners  and  field  men  are  invited  to  bring  up  for 
informal  discussion  any  raw  products  questions 
not  on  the  program.  Such  problems  as  tomato 
defoliation,  pea  aphid  control,  etc.,  may  be  dis¬ 
cussed  in  this  period.  Please  hand  questions  to 
the  chairman  at  the  beginning  of  the  session. 

PITTED  RED  CHERRY  SECTION 

2.00  P.  M. — Private  Dining  Room  4 

Chairman:  D.  W.  Reynolds,  Sturgeon  Bay,  Wis. 
Secretary:  William  Kinnaird,  Traverse  City,  Mich. 

National  Cherry  Week 

M.  E.  Buckman,  Chairman,  National  Cherry  Week 
Committee,  Sodus,  N.  Y. 

New  Developments  in  Cherry  Standards 

J.  M.  Irwin,  Cleveland,  Ohio. 

Statistics 

Carlos  Campbell,  Division  of  Statistics,  National  Can¬ 
ners  Association,  Washington,  D.  C. 

Discussion  of  problems  of  the  cherry  industry 
Election  of  officers 


WEDNESDAY,  JANUARY  22 
DRY  BEAN  SECTION 
10.30  A.  M. — Private  Dining  Room  4 

Chairman:  A.  E.  Coddington,  Indianapolis,  Indiana. 

Secretary:  W.  H.  Ritter,  Jr.,  Bridgeton,  N.  J. 

Federal  Specifications  for  Canned  Beans 

The  meeting  of  the  Section  will  be  devoted  chiefly  to 
a  discussion  of  suggestions  for  improvement  of 
Federal  specifications  for  canned  beans.  Oppor¬ 
tunity  will  also  be  given  for  discussion  of  other 
subjects  that  members  of  the  Section  may  desire 
to  bring  before  the  meeting. 
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CANNERY  WASTE  DISPOSAL  CONFERENCE 
10.00  A.  M. — Private  Dining  Room  1 

Presiding:  N.  H.  Sanborn,  Research  Laboratory,  National 
Canners  Association. 

Round  Table  Discussion 

Biological  Filters 

Recent  developments  on  the  use  of  high  rate  biological 
filters  treating  either  cannery  waste  alone  or  in 
combination  with  domestic  sewage. 

Nitrate  Treatment 

A  report  on  a  new  method  for  the  control  of  odor  in 
impounded  cannery  waste. 

General  Discussion 

Canners  are  urged  to  present  for  general  discussion 
problems  involving  disposal  of  cannery  waste. 

HOME  ECONOMICS  CONFERENCE 
10.00  A.  M. — Private  Dining  Room  2 

Presiding:  Dan  F.  Gerber,  Acting  Chairman,  Home 
Economics  Committee,  Fremont,  Mich. 

Role  of  Canned  Food  in  National  Defense 

Miss  Eloise  Davison,  Director,  New  York  Herald- 
Tribune  Institute,  New  York,  N.  Y. 

Mrs.  Helen  Joyce,  Feature  Foods,  Inc.,  Chicago,  Ill. 

Miss  Mary  Mason,  Director  of  Home  Forum,  National 
Broadcasting  Company,  Washington,  D.  C. 

Mrs.  Ida  Migliario,  Editor,  The  Household  Magazine, 
Topeka,  Kansas. 

CANNING  PROBLEMS  CONFERENCE 

2.00  P.  M. — North  Ballroom 

Presiding:  J.  Russell  Esty,  Director,  Western  Branch  Re¬ 
search  Laboratory,  National  Canners  Association. 

Effect  of  Calcium  Salts  on  the  Firmness  and  Color  of  Wet 
Pack  Shrimp 

Discussion  Leader:  C.  H.  Bloedorn,  Research  Depart¬ 
ment,  Continental  Can  Co.,  Chicago,  Ill. 

Storage  Conditions  for  Canned  Foods 

Discussion  Leader:  H.  R.  Smith,  Research  Laboratory, 
National  Canners  Association,  Washington,  D.  C. 

Influence  of  Dry  Sweetening  on  the  Spoilage  of  Non-Acid 
Foods 

Discussion  Leader:  O.  G.  Braun,  Research  Depart¬ 
ment,  American  Can  Co.,  Chicago,  Ill. 

Water  Supplies  for  Canning  Purposes 

Discussion  Leaders:  Gordon  H.  Bendix  and  G.  V. 
Hallman,  Research  Department,  Continental  Can 
Co.,  Chicago,  Ill. 

RAW  PRODUCTS  CONFERENCE 
2.00  P.  M. — North  Assembly  Room 

Presiding:  Charles  G.  Woodbury,  Director,  Raw  Products 
Research  Bureau,  National  Canners  Association. 

How  Environment  Affects  Color  in  Beet  and  Carrot  Varieties; 
New  Varieties  of  Lima  Beans 

Roy  Magruder,  U.  S.  Department  of  Agriculture, 
Washington,  D.  C. 

Maryland  Lima  Bean  Tests 

C.  H.  Mahoney,  University  of  Maryland. 

Asparagus  Crowing 

Round  table  discussion:  Leaders — H.  L.  Seaton, 
Michigan  State  College;  Lee  A.  Somers,  Uni¬ 
versity  of  Illinois. 

Question  Hour 

Canners  and  field  men  are  invited  to  bring  up  for 
informal  discussion  any  raw  products  question 
not  on  the  program.  Such  problems  as  tomato 
defoliation,  pea  aphid  control,  etc.,  may  be  dis¬ 
cussed  in  this  period.  Please  hand  questions  to 
the  chairman  at  the  beginning  of  the  session. 


THURSDAY,  JANUARY  23 

MEAT  SECTION 
9.30  A.  M. — Private  Dining  Room  2 

Chairman:  Edward  T.  Clair,  Chicago,  Ill 
Secretary:  W.  Lee  Lewis,  Chicago,  Ill. 

Modernizing  the  Canned  Meat  Package 

S.  C.  Shirley,  Research  Department,  American  Can 
Company,  Chicago,  Ill. 

The  Army  Meat  Ration  with  Special  Reference  to  Canned  Meats 

Jesse  H.  White,  Technical  Expert,  Chicago  Quarter¬ 
master  Depot. 

A  Study  of  the  Effects  of  Sodium  Nitrate  on  Bacteria  in  Meats 

L.  B.  Jensen  and  W.  R.  Hess,  Swift  &  Company, 

1940  Processing  Studies 

J.  Yesair  and  O.  B.  Williams,  National  Canners 
Association,  Washington,  D.  C. 

Springers  in  Canned  Meat  Products 

G.  V.  Hallman,  Continental  Can  Company,  Chicago, 
Illinois. 

Remarks 

S.  C.  Prescott,  Dean  of  Science,  Massachusetts  Insti¬ 
tute  of  Technology,  Boston,  Mass. 

Election  of  Officers 

NATIONAL  FOOD  BROKERS  ASSOCIATION 
The  Palmer  House 
SATURDAY,  JANUARY  18 
10.00  A.  M. — First  Session — Red  Lacquer  Room 

(For  Members  Only) 

Report  of  the  Secretary 
Report  of  the  Treasurer 

Reports  of  standing  committees,  by  the  chairmen 

Arbitration — George  T.  Neilson,  Boston,  Mass. 
Canners’  and  Distributors’  Conference — H.  A.  N. 

Daily,  Philadelphia,  Pa. 

Ethics — Paul  W.  Paver,  Chicago,  Ill. 

Finance — P.  J.  Murphy,  Chicago,  Ill. 

Grocers  Manufacturers’  Conference  —  H.  Wayne 
Clarke,  Baltimore,  Md. 

State  and  Local  Organizations  —  E.  F.  Wallace, 
Oklahoma  City,  Okla. 

Trade  relations — R.  B.  Sanborn,  Milwaukee,  Wis. 
Legislation — Wilbur  R.  Orr,  Danville,  Ill. 

Membership — A.  J.  Campbell,  Charlotte,  N.  C. 

At  noon  there  will  be  a  luncheon  meeting  in  the 
Crystal  Room  of  the  presidents  and  secretaries  of 
state  and  local  clubs,  associations,  and  organiza¬ 
tions,  for  1940  officers  and  those  elected  for  1941, 
E.  F.  Wallace,  Chairman,  presiding. 

2.30  P.  M. — Second  General  Session,  Red  Lacquer  Room 

(For  Members  Only) 

Address 

Mr.  John  Albright,  Bureau  of  the  Census,  Wholesale 
Census  Division,  Washington,  D.  C. 

Address 

Dr.  Nathanael  H.  Engle,  Adviser  on  Distribution, 
Consumer  Division,  National  Defense  Advisory 
Commission,  Washington,  D.  C. 

Address 

Mr.  George  Livingston,  Director  of  Food  Supply, 
National  Defense  Advisory  Commission,  Wash¬ 
ington,  D.  C. 

Report  of  the  President 

Harry  L.  Wagner,  St.  Louis,  Mo. 

Report  of  Counsel 

Paul  F.  Myers,  Washington,  D.  C. 

Report  of  the  Committee  on  Resolutions 

John  R.  Houch,  Chairman,  New  York,  N.  Y. 

Report  of  the  Committee  on  Nominations 
Election  and  Installation  of  Officers 
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CANNING  MACHINERY  &  SUPPLIES 
ASSOCIATION  — ANNUAL  MEETING 

Tuesday,  9  A.  M.,  South  Ballroom,  Stevens  Hotel 

The  program  for  the  meeting  will  include  reports  of 
officers,  election  of  officers,  and  directors,  and 
discussions  of  matters  affecting  the  Association. 

NATIONAL-AMERICAN  WHOLESALE 
GROCERS*  ASSOCIATION 

Drake  Hotel 

MONDAY  MORNING,  JANUARY  20 

9.30  A.  M. — Grand  Ballroom 

Mr.  August  E.  Gilster,  Missouri,  Governor,  National- 
American  Wholesale  Grocers’  Association,  presiding. 

Address 

President’s  Report  of  Trade  Developments  and  Asso¬ 
ciation  Activities.  Mr.,  Joe  E.  Timberlake, 
South  Carolina. 

Reports 

Pure  Food  and  Legislative  Committee 

Mr.  Francis  L.  Whitmarsh,  New  York,  Chairman. 
Model  State  Loss  Leader  Legislation  Committee 
Mr.  Sylvan  L.  Stix,  New  York,  Chairman 
Independent  Food  Distributors’  Council 

Mr.  Neil  A.  McKay,  NAWGA’s  Representative. 
Council  of  National  Wholesale  Associations 

Mr.  Hugo  F.  Jaburg,  NAWGA’s  Representative. 

Address 

Colonel  Philip  B.  Fleming,  Administrator,  Wage  and 
Hour  Division,  Department  of  Labor. 

Address 

Mr.  Dana  T.  Ackerly,  Counsel,  National- American 
Wholesale  Grocers’  Association. 

2.00  P.  M. — Grand  Ballroom 

Mr.  Carl  W.  Dipman,  presiding. 

This  session  and  the  Wednesday  morning  session 
will  feature  “The  Battle  of  Answers.”  Two  teams  of 
wholesale  grocery  executives,  each  assisted  by  a  repre¬ 
sentative  of  the  Bureau  of  Foreign  and  Domestic  Com¬ 
merce,  who  has  been  active  in  the  current  Department 
of  Commerce-National-American  Wholesale  Grocers’ 
Association  study  of  operating  efficiencies  achieved  by 
successful  wholesale  grocers,  will  compete  for  honors 
in  the  answering  of  numerous  timely  and  practical 
questions  regarding  effective,  modern  wholesale  gro¬ 
cery  management  and  operating  policies. 

Mr.  Gene  Flack,  under  the  title  of  “Applause 
Meteorologist,”  will,  in  accordance  with  audience 
applause,  score  answers  in  this  contest  between  the 
teams.  The  personnel  of  the  teams  follows: 

Nut  Crackers 

Mr.  A.  W.  Lutz,  California;  Mr.  Charles  H.  Sevin, 
Cost  Specialist,  Distribution  Cost  Section,  Mar¬ 
keting  Research  Division,  Department  of  Com¬ 
merce;  Mr.  Lee  Boerstler,  Oklahoma;  Mr.  H.  H. 
Wheeler,  Kentucky;  Mr.  R.  H.  Berlitz,  Texas; 
Mr.  P.  R.  Iseman,  New  York;  and  Mr.  G.  H. 
McKinney,  Texas. 

Can  Openers 

Mr.  Ned  N.  Fleming,  Kansas;  Mr.  W.  H.  Meserole, 
Acting  Chief,  Distribution  Cost  Section,  Market¬ 
ing  Research  Division,  Department  of  Commerce; 
Mr.  Clem  Krekeler,  Missouri;  Mr.  R.  M.  Fisher, 
Ohio;  Mr.  J.  P.  Schoentgen,  Iowa;  Mr.  A. 
Lichtenstein,  Georgia;  and  Mr.  A.  J.  Field,  New 
York. 

Addresses 

“Trends  in  Wholesale  Grocery  Volume,  Expenses  and 
Payrolls,  1935-1939.”  Mr.  John  Albright,  Chief, 
Wholesale  Trade,  Bureau  of  the  Census,  Depart¬ 
ment  of  Commerce. 


“Significance  of  the  Wholesale  Grocers’  Efficiency 
Survey.”  Mr.  Nelson  A.  Miller,  Acting  Chief, 
Marketing  Research  Division,  Bureau  of  Foreign 
and  Domestic  Commerce,  Department  of  Com¬ 
merce,  Washington,  D.  C. 

TUESDAY  MORNING,  JANUARY  21 
10.00  A.  M. — Grand  Ballroom 

Mr.  William  B.  Mackey,  Pennsylvania-National  Amer¬ 
ican  Wholesale  Grocers’  Association,  presiding. 

Addresses: 

“Food  on  the  Civilian  Front.”  Mr.  George  Livingston, 
Director  of  Food  Supply,  Advisory  Commission 
to  the  Council  of  National  Defense. 

“Defense  Program  for  Procurement  of  Foodstuffs.” 
Mr.  Douglas  C.  MacKeachie,  Assistant  to  the 
Coordinator  of  National  Defense  Purchases,  Ad¬ 
visory  Commission  to  the  Council  of  National 
Defense. 

(Lieut. -Col.  Paul  P.  Logan,  Quartermaster  Corps, 
War  Department,  will  be  an  honored  guest  of  the 
Association  at  this  session. 

1.00  P.  M. — Gold  Coast  Room 

Mr.  R.  B.  Caywood,  Missouri,  National- American 
Wholesale  Grocers’  Association,  presiding. 

Luncheon 

All  attending  the  Food  Conventions  are  welcome. 
Tickets  may  be  secured  from  The  Drake,  prior  to  or 
during  the  Convention,  at  the  rate  of  $1.50  per  person 
(including  gratuities). 

Address 

“The  Relation  of  Prices  to  the  Defense  Program.” 
The  Honorable  Leon  Henderson,  member  in 
Charge  of  Price  Stabilization,  The  Advisory 
Commission  to  the  CouncU  of  National  Defense. 

2.30  P.  M. — Grand  Ballroom 

Mr.  James  F.  Keenan,  Massachusetts,  National- 
American  Wholesale  Grocers’  Association, 
presiding 

Report 

Mr.  William  H.  Tyler,  Chairman,  Advisory  Committee 
on  Wholesale  Distribution,  Consumer  Protection 
Division,  Advisory  Commission  to  the  Council  of 
National  Defense. 

Address 

“The  Grocery  Wholesaler  and  the  Defense  Program.” 
Mr.  N.  H.  Engle,  Adviser  on  Distribution,  Con¬ 
sumer  Protection  Division,  Advisory  Commission 
to  the  Council  of  National  Defense. 

Address 

“The  Grocery  Retailer  and  the  Defense  Program.” 
Mr.  H.  H.  Sack,  President,  National  Association 
of  Retail  Grocers. 

WEDNESDAY  MORNING,  JANUARY  22 

9.30  A.  M. — Grand  Ballroom 

Mr.  Carl  W.  Dipman,  presiding. 

This  session  will  continue  and  conclude  “The  Battle 
of  Answers,”  started  at  the  Monday  afternoon  session. 

2.30  P.  M. — Grand  Ballroom 

Mr.  Joe  E.  Timberlake,  President,  National- American 
Wholesale  Grocers’  Association,  presiding. 

Report  of  Canners  Conference  Committee 

Mr.  Roy  L.  Davidson,  Indiana,  Chairman. 

Report  of  Resolutions  Committee 

Mr.  Thomas  B.  Terry,  Mississippi,  Chairman. 

Report  of  Nominating  Committee 

Secretary  of  Nominating  Committee. 

Election  of  Officers 

Announcement  of  Appointments  by  President 

Adjournment 

Meeting  of  New  Officers  and  Board  of  Governors 
immediately  upon  adjournment  of  this  session. 
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AFFAIRS  OF  THE  WEEK 


THE  SOCIAL  SIDE 

There  are  always  so  many  private  breakfasts,  luncheons  and 
dinners  that  it  would  be  impossible  to  announce  them  in  advance ; 
but  the  ones  in  the  know  have  been  informed,  and  invited,  and 
have  only  to  learn  which  of  the  many  dining  rooms  will  be 
used;  and  the  impromptu  parties  will  be  made  up  as  the  week 
progresses.  And  this,  of  course,  says  nothing  of  the  Open  House 
kept  by  many  big  concerns  all  week  to  entertain  their  customers 
and  friends.  Nor  is  any  announcement  needed  since  they 
manage  to  find  their  way  to  them,  and  often. 

These  features  begin  Sunday  evening,  January  19th,  the 
first  being: 

THE  OLD  GUARD  BANQUET 
The  Boulevard  Room,  Stevens  Hotel,  6.30  P.  M. 

The  Banquet  will  begin  at  7  P.  M.,  but  as  usual  the  formal 
gathering  will  assemble  from  6  P.  M.  on,  in  the  assembly  hall 
leading  to  the  Banquet  Room.  “The  Old  Boys”  like  to  fore¬ 
gather  and  exchange  experiences  of  the  year  before  the  official 
eating  begins,  and,  too,  Sam  Gorsline,  the  Fact  Totum  of  this 
conclave,  needs  time  to  issue  tickets  and  take  in  the  money — 
oh  my,  yes  indeed.  This  custom — we  mean  the  post-prandial 
conclave — began  in  the  dim  and  distant  past  when  a  little 
aperitif,  an  appetite  inducer  or  whatever  you  care  to  call  it, 
was  served  as  a  cement  to  the  years  of  acquaintance.  You 
know:  “Your  good  health,  my  dear  sir.”  But  we  have  progressed 
so  far  that  these  amenities  of  life  have  been  left  far  behind, 
though  it  would  seem  that  they  do  belong  to  an  old  guard,  and 
might  well  be  retained. 

This  year  they  have  made  an  innovation:  they  are  permitting 
members  to  bring  friends,  of  the  male  sex  only,  however.  Hence 
the  larger  banquet  hall.  And  we  are  given  to  understand,  that 
in  addition  to  the  usual  high  class  entertainment,  that  famous 
skit  “Inflammation,  please,”  and  which  was  first  put  on  by 
the  New  York  canners  at  their  convention  in  Buffalo,  will  be 
reproduced  here  with  all  its  original  characters.  It  wowed  ’em 
down  there,  and  it  ought  to  lay  them  in  the  aisles  on  this 
occasion. 


THE  PRESIDENT’S  SUPPER— BROKERS 
Grand  Ballroom,  Palmer  House,  January  19,  6.30  P.  M. 

We  are  told  that  the  demand  for  tickets  ($3.00)  for  this 
popular  affair  is  nearly  double  the  usual,  and  Secretary  Fishback 
has  urged  all  to  make  reservations  at  once,  if  they  do  not  wish 
to  be  disappointed.  A  great  many  canners  attend  this  big 
banquet.  Tables  are  arranged  for  groups  of  ten,  and  may  be 
ordered,  with  check,  in  that  manner.  Otherwise  there  will  be 
no  mention  of  location  on  the  tickets  as  they  are  sold. 

Dr.  John  I.  Davis,  who  was  such  a  hit  last  year,  will  speak 
again  this  year.  His  subject  will  be  “The  Dimensions  of  Life,” 
which  ought  to  be  broad  enough  for  anybody.  Mr.  Paul  F. 
Myers,  their  counsel,  will  talk  on  “What  comes  after.” 


THE  YOUNG  GUARD  BANQUET 
The  Boulevard  Room,  Stevens  Hotel,  January  20,  6  P.  M. 

Once  again  the  swelling  membership  of  this  live  and  going 
Society  has  compelled  them  to  come  down  out  of  the  attic,  as 
it  were,  the  Tower  Ballroom,  to  the  larger  and  more  elegant 
Boulevard  Room,  just  off  the  lobby,  on  the  second  floor,  as  you 
know.  And  like  their  progenitors,  the  Old  Guard,  they  will 
assemble  first,  and  then  pass  into  the  banquet  hall.  This  will 
permit  many  more  to  attend,  and  prevent  the  unpleasant  task 
of  refusing  late  comers.  But  in  deference  to  your  host  they 
ought  to  have  your  reservations  early.  The  dues  in  this  lodge 
are  $1.00  per  year;  banquet  tickets  for  members,  $4.50;  for 
guests,  $6.00.  It  is  always  a  gala  night,  and  with  the  spirit 
of  this  year  tops  may  be  expected.  Get  reservations  in  to 
Secretary  Robert  W.  Mairs,  P.  0.  Box  111,  Baltimore,  and 
without  delay.  There  is  a  limit  to  even  a  big  dining  room,  and 
they  do  say  the  crowd  at  this  year’s  Convention  will  be  enormous. 

THE  ANNUAL  DINNER  DANCE 
The  Boulevard  Room,  Stevens  Hotel,  January  22 

Way  back  in  the  summer,  they  were  making  reservations  for 
this  social  event  of  the  Convention.  Chairman  “Herb”  Bengston 
of  the  Dinner-Dance  Committee,  ably  assisted  by  Sherlock 
McKewen,  L.  W.  Graaskamp,  J.  C.  Whetzel  and  W.  C. 
Seymour,  have  become  experts  at  handling  this  difficult  assign¬ 
ment,  and  they  always  provide  a  most  enjoyable  evening,  with  a 
fine  banquet,  equally  as  fine  music,  and  an  entertainment  that 
is  second  to  none.  It  is  a  formal  affair,  and  rightly  so,  and 
usually  keeps  them  up  to  the  wee  small  hours.  Yes,  you  have 
guessed  it,  the  Canning  Machinery  and  Supplies  Association 
sponsor  this  dance,  and  what  they  do  they  always  do  weU,  as 
everyone  will  allow.  It  used  to  be  called  the  President’s  Ball, 
named  after  and  lead  by  the  President  of  the  National  Canners 
Association,  and  he  is  chief  figure  in  it  now,  but  the  name 
became  confusing,  and  so  the  present  appellation.  There  is  a 
nominal  charge  of  $6.00  per  person,  the  Association  (the 
sponsors)  assuming  the  difference.  Better  get  your  reservation 
in  at  once,  and  we  are  not  real  sure  but  what  you  are  too  late 
now.  You  will  be  if  you  wait  until  you  get  to  the  Convention. 


THE  AMERICAN  CAN  COMPANY  THEATRE  PARTY 
Thursday,  January  23,  8.46  P.  M. 

As  usual  this  big,  generous  company  will  take  the  entire 
Convention  as  its  guests  to  a  Theatre  Party,  and  it  will  be  a 
real  treat,  you  may  rest  assured.  They  never  do  anything  by 
halves,  and  it  always  seems  that  nothing  is  too  good  for  the 
canners.  Usually  it  is  held  at  the  Chicago  Theatre,  and  probably 
will  be  this  year,  but  owing  to  the  crowd  we  would  not  be 
surprised  if  they  took  over  an  additional  theatre,  as  they  have 
done  in  the  past.  They  do  not  wish  to  overlook  anyone  con¬ 
nected  with  the  Convention.  And  didja  ever  notice:  during  the 
Convention  one  sees  very  few  ladies  in  the  lobbies,  or  the  meet¬ 
ing  halls,  but  on  this  Theatre  night!!  My,  oh  my,  beauty  turns 
out  in  a  torrent,  the  desert  blossoms  as  the  rose,  and  it  is  a 
thing  of  beauty  to  look  around  (if  it  were  not  for  some  men 
we  have  to  see).  The  families  of  their  customers,  and  others, 
including  office  forces,  etc.,  “just  love”  these  American  Can 
theatre  parties,  and  who  can  blame  them? 
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THE  EXHIBITORS 


IN  MACHINERY  HALL 
(Downstcurs) 


GRAND  BALLROOM  AND  FOYER 
(Second  Floor) 


COMPANY 

Aluminum  Cooking  Utensil  Co . 

Aluminum  Seal  Co . 

Ams  Machine  Company,  Max . 

Angelus  Can  Machine  Co . 

Ayars  Machine  Co . 

Barrett-Cravens  Co . 

Berlin-Chapman  Co . 

Blackmer  Pump  Co . . 

Bliss  Co.,  E.  W . . 

Boutell  Manufacturing  Co . 

Brown  Boggs  Fdry.  &  Mch.  Co . 

Burt  Machine  Co . 

Cameron  Can  Machinery  Co . 

Chisholm-Ryder  Co . 

Clark  Tructractor  Co . 

Crown  Cork  &  Seal  Co . 

Dewey  &  Almy  Chemical  Co . 

Douglas-Guardian  Warehouse  Corp. 

EUgin  Manufacturing  Co . 

I.  L.  Ferguson  Co . 

A.  T.  Ferrell  Co . 

Filler  Machine  Co.,  The . 

Food  Machinery  Corp . 

Foxboro  Co . 

Groen  Mfg.  Co.,  Inc . 

Frank  Hamachek  Machine  Co . 

Horix  Manufacturing  Co . 

Huntley  Manufacturing  Co . 

Ideal  Stitcher  &  Mfg.  Co . 

F.  H.  Langsenkamp  Co . 

Lee  Metal  Products  Co.,  Inc . 

Mercury  Mfg.  Co . 

Mojonnier  Bros.  Co . 

Morral  Brothers . 

Morton  Salt  Co . 

New  Jersey  Machine  Corp . 

New-Way  Canning  Machine  Co . 

Ohio  Salt  Company . 

Geo.  J.  Olney . 

Pfaulder  Co.,  The . 

Reeves  Pulley  Co . 

A.  K.  Robins  &  Co.,  Inc . 

Scientific  Tablet  Co . 

Scott  Viner  Co . 

Sheboygan  Machine  Co . 

Sinclair  Scott  Co . 

C.  J.  Tagliabue  Mfg.  Co . 

Taylor  Instrument  Co . 

Tri-Clover  Machine  Co . 

United  Co.,  The . 

U.  S.  Bottlers  Machinery  Co . 

W.  E.  Urschel  Laboratories,  Inc . 

Waukesha  Foundry  Co . 

Westminster  Machine  Works . 

White  Cap  Company . 

Worcester  Salt  Co . 

Yale  &  Towne  Mfg.  Co . 


EXHIBIT  BOOTH  NO. 

.Kettles  .  58 

.Caps — Closures  .  30 

.Can  Making  Mchy .  26 

.Can  Making  Mchy .  40 

.Canning  Machinery .  2 

.Factory  Trucks  .  38 

..Canning  Machinery  .  8 

•Jlotary  Pumps . 59A 

..Can  Making  Mchy .  21 

..Apple  Paring  Mchy .  19 

..Canning  Machinery .  59 

..Labelers  and  Boxers .  45 

..Can  Making  Mchy .  36 

..Canning  Machinery .  62 

..Factory  Trucks .  41 

..Caps— -Cans  .  50 

..Paste  &  Sealing  Compounds..  18 

..Warehousing  .  23 

...Fillers  .  34 

...Box  Sealers .  15 

...Cleaning  Machinery .  43 

...Fillers  .  48 

...Cannery  Machinery .  1 

...Temperature  Instruments .  20 

...Cooking  Equipment .  27 

...Viners  .  12 

...Fillers  .  54 

...Canning  Machinery .  5 

...Box  Stitcher .  44 

...Canning  Machinery .  61 

...Kettles  .  4 

...Lift  Trucks .  1 1 

...Canning  Machinery .  10 

....Com  Canning  Mchy .  13 

...Ealt — Dispensers  .  32 

....Labelers  .  14 

....Labelers  .  16 

....Salt  .  51 

....Canning  Machinery .  55 

....Glass  Lined  Equipment .  33 

....Variable  Speed  Transmission  53 

....Canning  Machinery .  3 

....Salt  Tablets — Dispensers .  52 

.... Viners — Hydraulic  Eqpt .  24 

.....Washers  .  46 

. Canning  Machinery .  56 

. Temperature  Record.  Instr .  57 

. Temperature  Record.  Instr .  60 

. Pumps  and  Fittings .  9 

. Corn  Canning  Machinery .  6 

. Fillers — Cappers  .  39 

. Canning  Machinery .  35 

. Sanitary  Pumps — Castings....  28 

. Labelers  and  Boxers .  49 

. Caps — Sealers  .  29 

. Salt .  42 

. Lift  Trucks .  31 


COMPANY 

Acme  Steel  Company . 

American  Can  Company . 

Anchor  Hocking  Glass  Corporation.. 

Associated  Seed  Growers,  Inc . 

Calvert  Litho.  Company . 

Canner  Publishing  Co.,  The . 

Canning  Age  . 

Canning  Trade,  The . 

Colonial  Salt  Company . 

Container  Corporation . 

Continental  Can  Company . 

Cornelli  Seed  Company . . 

Diamond  Crystal  Salt  Co . 

Drehmann  Paving  &  Const.  Co . 

Economic  Machinery  Company . 

Ferry  Morse  Seed  Company . 

F.  G.  Findley  Company . 

Food  Industries  . 

Gallatin  Valley  Seed  Co . 

Gamse  Litho.  Company . 

Hazel  Atlas  Glass  Company . 

Heekin  Can  Company . 

International  Salt  Co . 

Kieckhefer  Container  Co . 

R.  J.  Kittredge  &  Company . . 

D.  Landreth  Seed  Company . 

Mark  Means  Company . 

Michael  Leonard  Seed  Company.... 

Michigan  Litho.  Company . 

Morgan  Packing  Company . 

Morrison  Bro.  Seed  Company . 

Muirson  Label  Company,  Inc . 

National  Can  Corporation . 

National  Starch  Prods.  Company.... 

Nitragin  Company  . 

Northrup  King  &  Company . 

Outsorts,  Inc . 

Owens-Illinois  Glass  &  Can  Co . 

Planters  Mfg.  Company,  Inc . 

Progress  Litho.  Company . 

Republic  Steel  Corporation . 

Rogers  Bros.  Seed  Company . 

Sealright  Company  . 

Standard  Knapp  Corporation . 

W.  J.  Stange  Company . 

Thermal  Research  Corporation . 

Tygart  Valley  Glass  Company . 

U.  S.  Steel  Corporation . 

Lansing  B.  Warner,  Inc . 

Washburn  Wilson  Seed  Company. 

F.  H.  Woodruff  &  Sons,  Inc . 

S.  D,  Woodruff  &  Son . 


EXHIBIT  BOOTH  NO. 

.Box  Stitchers — Strapping .  407 

.Cans  .  101 

.Caps — Glass — Closures  ....113-501 

.Seed  .  117 

.Labels  .  128 

.Journal .  202 

.Journal  .  120 

..Journal  .  115 

.Salt . no 

.Boxes  .  402 

..Cans  .  121 

..Seed  .  406 

..Salt  .  124 

..Floors  .  405 

..Labelers  .  505 

..Seed  .  127 

..Paste  .  201 

..Journal  .  126 

..Seed  .  122 

..Labels .  116 

..Glass  Containers .  103 

..Cans  .  118 

...Salt — -Dispensers  .  301 

...Boxes  .  107 

...Labels .  108 

...Seed  .  125 

...Seed  .  303 

...Seed  .  206 

...Labels  .  104 

...Labels  .  208 

...Seed  .  204 

...Labels  .  306 

...Cans  .  112 

...Paste .  304 

...Inoculents  .  105 

...Seed  .  205 

...Labels  .  302 

...Glass  and  Cans . 102 

...Baskets  .  401 

....Labels .  119 

....Stainless  Steel — Tin  Plate .  307 

....Seed  .  114 

....Paper  Canisters .  106 

....Labelers  and  Boxers .  305 

....Seasonings  .  203 

....Pasteurizers  .  504 

....Glass  Containers .  123 

....Stainless  Steel — Tin-Plate .  404 

....Insurance  .  207 

....Seed  .  209 

....Seed  .  Ill 

....Seed  .  109 


THIRD  FLOOR  EXHIBITORS 

COMPANY  EXHIBIT  BOOTH  NO. 

Chisholm-Ryder  Co . .Canning  Machinery .  601 

Crovm  Cork  &  Seal  Co . Caps — Sealers .  602 
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An  entirely  new,  heavy  yielding,  stringless  green  pod  bush  bean,  bred 
especially  for  the  Packer  who  desires  both  quality  and  quantity. 

See  u6.  at  RootU  i1^  ☆ 

Grand  Ball  Room,  Stevens  Hotel,  NATIONAL  CANNERS  CONVENTION 

CHICAGO  Breeders  and  Growers  ILLINOIS 

1876  •  PEAS  •  SWEET  CORN  •  BEANS  •  1941 


ROGERS 

^  ^  SeniatUm  Heltu^  ^ 
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AMONG  THE  EXHIBITORS 


AMERICAN  CAN  COMPANY 
BOOTH  No.  101 


chines.  Two  New  Perfection  Pea  Fillers, 
four  Syrupers  and  Juice  Fillers,  two 
Universal  Cut  Stringbean  and  Tomato 
Fillers,  and  one  High  Speed  Plunger 
Filler  will  be  on  exhibit,  with  Charles  H. 
Ayars,  David  M.  Ayars,  J.  Clifford 
Butcher,  and  other  representatives  on 
hand  to  welcome  you  and  to  explain  their 
features. 


worthy  of  attention.  An  increase  of  that 
proportion  is  a  big  advance  in  can  pro¬ 
duction  and  is  really  big  news  in  the 
industry. 

The  Cameron  brothers  also  welcome 
visitors  to  their  factory,  nearby.  Any¬ 
one  interested  in  can  manufacture,  can 
closing,  or  vacuum  closing  may  really  get 
the  last  word  in  this  important  industry 
at  the  Cameron  showing. 


Located  in  the  Grand  Ballroom,  Booth 
No.  101,  the  American  Can  Company’s 
exhibit  will  be  entirely  new  in  layout  and 
design.  The  exhibit  will  present  a  graphic 
story  of  the  results  of  this  company’s 
educational  program  in  the  interest  of 
canned  foods.  A  news  ticker  service 
which  will  flash  up-to-the-minute  news  on 
a  readable  screen  at  exactly  the  same 
time  that  it  is  received  by  newspapers 
and  radio  stations  will  be  one  of  the 
outstanding  features  of  this  exhibit. 

American  Can  Company  will  again  be 
host  at  a  Theatre  Party  at  the  Chicago 
Theatre  which  will  be  presented  on 
Thursday  evening,  January  23rd,  at  8:45 
P.  M.  American’s  big  corps  of  repre¬ 
sentatives  will  be  on  hand  to  greet  their 
many  friends  and  customers. 


CAMERON  CAN  MACHINERY  CO. 
BOOTH  No.  37 


CONTINENTAL  CAN  COMPANY,  INC 
BOOTH  No.  121 


The  standout  of  the  machinery  exhibit 
of  the  Cameron  Can  Machinery  Company 
will  be  their  new  high  speed  press  for 
can  end  production. 


Continental  Can  Company  is  again  an¬ 
ticipating  meeting  old  friends  of  the 
canning  trade  at  its  accustomed  place  in 
the  Stevens  Hotel  during  the  National 
Canners’  Convention.  As  during  past 
years,  company  representatives  headed 
by  C.  C.  Conway,  Chairman  of  the  Board, 
and  J.  F.  Hartlieb,  President,  will  be  on 
hand  to  talk  over  old  times  with  friends 
and  customers  in  the  company’s  “Con¬ 
tinental  lounge.”  A  familiar  meeting 
place  for  visitors  at  previous  conventions, 
the  lounge  is  invitingly  appointed  for 
that  restful  pause  for  tired  and  weary 
conventioneers.  A  rendezvous  for  old  and 
new  acquaintances.  Continental  extends  a 
cordial  invitation  to  the  trade  to  stop 
over  and  visit  awhile. 

As  an  added  attraction  this  year.  Con¬ 
tinental  is  displaying  a  variety  of  old 
time  patent  models  acquired  recently 
from  the  United  States  Patent  Office. 
Arranged  in  glass-lighted  cases  for  easy 
inspection,  the  original  models  represent 
the  early  inventive  phases  of  the  can¬ 
ning  and  can-making  industry.  Among 
the  72  exhibits  are  early  can  openers, 
can-closing  and  can-sealing  machines,  the 
original  cap  hole  can,  two-compartment 


ASSOCIATED  SEED  GROWERS.  INC 
BOOTH  No.  117 


Associated  Seed  Growers’  booth  will  be 
No.  117  in  the  Grand  Ballroom,  the  same 
location  as  in  previous  years  and,  as 
before,  intended  more  as  a  meeting  place 
for  friends  and  customers  than  as  an 
exhibit.  Some  canned  samples,  however, 
of  the  latest  developments  from  the 
“Asgrow”  breeding  stations  will  be  avail¬ 
able  for  cutting,  and  experts  will  be  in 
attendance  for  friendly  discussion  of 
canners’  crops  and  how  to  improve  them. 


The  No.  314  High-Speed,  Vacuum-Feed  Press 
has  an  output  of  300  can  ends  per  minute, 
with  single  die. 

This  new  development  has  advanced 
the  output  of  ends  from  150  to  300  per 
minute,  and  that  is  an  accomplishment 


AYARS  MACHINE  COMPANY 
BOOTH  No.  2 

Downstairs  in  Machinery  Hall,  Booth 
No.  2,  Ayars  Machine  Company  will 
show  their  celebrated  line  of  Ailing  ma¬ 


M.  J.  SULLIVAN,  President 
American  Can  Co. 


ALLEN  CAMERON,  President 
Cameron  Can  Machinery  Co. 


C.  H.  BLACK,  Vice-President 
American  Can  Co. 
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N  EXHIBIT  which  will  demonstrate  new 
standards  of  production — new  ideas  of 
labor  costs — improved  quality  that  will  com¬ 
mand  maximum  prices  for  pure  foods.  You 


will  see  all  this  in  Machinery  Hall  when  you 
visit  the  CRCO  Exhibit  the  week  of  January 
20th,  in  Chicago.  In  this  time  when  prepared¬ 
ness  is  the  keynote  of  America,  CRCO  is 
ready! 


I 


J.  F.  HARTLIEB,  President 
Continental  Can  Co. 


Model  J  Juice  Extractor,  more  than 
doubling  known  capacities. 

The  “V”  line  of  Pre-Heaters  and 
Pasteurizers. 

Can  Washer  and  Sterilizer  with  flexible 
capacities. 

Rod  Washer,  split  and  skin  remover. 

And,  in  addition,  the  Model  F  Snipper, 
Hydro  Lift,  Relish  Cutter,  Chopper 
Pump,  Rotary  Blancher,  Pickle  Slicer, 
Sanitary  Pumps  and  Steel  Viner. 

Attending  the  convention  on  behalf  of 
Chisholm-Ryder  will  be:  Stephen  M. 
Ryder,  president;  William  deBack,  vice- 
president  and  general  manager;  W.  C. 
Seymour,  sales  manager;  J.  A.  Menke, 
assistant  sales  manager;  B.  E.  Brewer, 
W.  D.  Chisholm,  William  Hughes,  A.  W. 
Kane,  G.  C.  White,  C.  H.  Reiner,  H.  E. 
Weber,  and  James  Q.  Leavitt.  CRCO 
headquarters  will  be  at  the  Stevens. 

In  commenting  on  the  convention.  Bill 
deBack  of  CRCO  said:  “We  expect  this 
to  be  the  greatest  convention  in  the  his¬ 
tory  of  the  industry — both  from  point  of 
attendance  and  interest  in  new  equip¬ 
ment.  Production  will  be  the  call  for 
1941,  because  everyone  in  the  industry 
realizes  that  factory  whistles  are  bugles, 
too.” 


DEWEY  &  ALMY  CHEMICAL  COMPANY 
BOOTH  No.  18 


Downstairs  in  Booth  No.  18  repre¬ 
sentatives  of  Dewey  &  Almy  Chemical 
Company  will  be  waiting  to  show  you  the 
answer  to  can  sealing  compound  and  ad¬ 
hesive  problems.  When  the  exhibits  close 
they  extend  a  cordial  invitation  to  you 
to  come  up  to  rooms  718  and  719  where 
an  easy  chair  will  be  waiting  for  you  and 
your  old  friends  glad  to  see  you.  You 
can  talk  shop  or  pleasure  as  you  prefer. 
If  shop,  their  technical  experts  will  be 
on  hand  to  put  you  at  ease. 
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C.  C.  CONWAY,  Chairman  of  the  Board 
Continental  Can  Co. 

cans,  a  glass  top  container  and  many 
other  interesting  can  devices.  Oldest 
model  is  that  of  one  dated  1856,  while 
other  patents  on  the  inventions  exhibited 
run  into  the  1880’s. 


E.  W.  BLISS  COMPANY— BOOTH  No.  21 

An  unique  and  particularly  interesting 
display  will  be  made  in  this  booth.  The 
Bliss  Company  recently  installed  a  com¬ 
plete  line  of  their  can-making  machinery 
in  the  Philippine  Islands.  The  company 
trained  and  instructed  all  the  can  shop 
employees  in  the  proper  operations  of  the 
machinery.  This  plant  is  equipped  to 
produce  300  cans  per  minute  in  continu¬ 
ous  production.  The  help  was  green,  but 
willing,  and  has  proved  very  efficient. 
This  is  carrying  the  can-making  opera¬ 
tions  to  the  Far  East,  and  the  Bliss 
Company  deserves  an  orchid  for  a  big 
job  well  done.  This  entire  plant  with  all 
its  operations  was  photographed  and 
these  photographs  will  be  on  display  in 
the  booth.  The  company  adds  that  they 
think  that  this  is  a  much  more  interest¬ 
ing  display  than  they  could  otherwise 


SAMUEL  M.  RYDER,  President 
Chisholm-Ryder  Co. 

make,  and  that  it  is  a  departure  from  the 
usual  practice  of  having  only  lounging 
space.  And  we  agree  with  them. 

CHISHOLM-RYDER  CO. 

BOOTH  Nos.  62  and  601 

This  year  Chisholm-Ryder  Company 
will  go  to  the  Chicago  Convention  with 
what  undoubtedly  is  the  greatest  assort¬ 
ment  of  new  equipment  in  their  history. 
During  the  past  two  years,  CRCO 
engineers  have  been  perfecting  this  new 
equipment  in  actual  operating  lines  in 
various  parts  of  the  country,  and  today 
each  item  has  been  placed  in  the  produc¬ 
tion  line  for  1941 — tested,  tried,  and  in 
every  way  meeting  the  rigid  CRCO 
standards. 

Shown  at  the  Chicago  Convention,  in 
the  lower  elevator  lobby  space,  will  be: 

Asparagus  Style  Packer  for  vertical 
or  asparagus  pack  stringless  beans. 

Quality  Grader  hookup  with  rod  reel 
discharge,  gravometer,  brine  mixer. 

Hand  pack  filler  with  the  new  improved 
feed  hopper,  juicer  and  tamper. 


Making  cans  in  the  Philippines  in  a  “Bliss”  equipped  plant. 


V^HITE  CAP  CO. 


DEWEY  &  ALMY  18 

Chemical  Company 


®oO 


1*0 


l6 


And  when  the  Exhibit  closes  at  6  o’clock,  come  up  to 
Rooms  718-719.  There’ll  be  an  easy  chair  waiting 
for  you,  and  your  old  friends  glad  to  see  you.  And 
our  technical  experts  will  be  on  hand  if  you  want 
to  be  serious.  We’ll  be  looking  for  you  .  .  . 


DEWEY  &  ALMY  CHEMICAL  COMPANY 


Manufacturers  of  Sealing  Compounds  and  Labeling  Adhesives 


CAMBRIDGE 


CHICAGO 


OAKLAND 


MONTREAL 
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CROWN  CORK  &  SEAL  CO. 

BOOTH  Nos.  50  and  602 

The  Crown  Cork  and  Seal  Company  of 
Baltimore,  Md.,  will  display  a  new  Steam 
Vacuum  Machine  at  the  Chicago  Canners’ 
Convention  the  week  of  January  20th, 
1941. 

There  will  be  two  of  the  new  Steam 
Vacuum  Machines  on  exhibit — one  at 
Booth  No.  50,  Machinery  Hall,  Hotel 
Stevens,  and  the  other  will  be  demon¬ 
strated  in  space  where  steam  is  available 
on  the  third  floor  of  The  Stevens. 

This  machine  has  been  designed  to 
create  vacuum  in  the  head  space  of  glass 
containers  sealed  with  Crown’s  “V.  P.  O.” 
(Vacuum  Pry  Off)  Caps,  and  at  speeds 
available  in  normal  filling  machines. 

It  is  economical  in  steam  and  electrical 
consumption  as  well  as  in  all  other 
respects. 


HAROLD  0.  BERRYMAN.  Mgr.  Sales 
Crown  Can  Co. 


DOUCLAS-CUARDIAN  WAREHOUSE 
CORPORATION— BOOTH  No.  23 

Downstairs  in  Booth  No.  23,  and  up¬ 
stairs  in  Rooms  833A  and  834A,  repre¬ 
sentatives  of  the  Douglas-Guardian 
Warehouse  Corporation  will  be  found 
to  explain  the  advantages  of  field  ware¬ 
housing  of  packs.  The  company  has  had 
over  18  years’  experience  in  serving  can¬ 
ners  and  packers,  knows  their  require¬ 
ments  and  talks  their  language.  A  warm 
welcome  awaits  you. 

DREHMANN  FLOOR  EXHIBIT 
BOOTH  No.  405 

Many  canners  and  food  manufacturers 
throughout  the  country  are  using  Dreh- 
mann  attractive  floor  bricks  to  dress  up 
their  plants  by  installing  smooth,  hard, 
wear-proof  brick  floors  produced  by  the 
Drehmann  Paving  &  Construction  Com¬ 
pany.  The  firm  will  have  a  booth  on  the 
Mezzanine  Floor  with  representative  in 
charge  to  explain  the  lasting  qualities  of 


these  attractive  floors,  how  they  are 
resistant  to  steam,  grease  and  acids  and 
will  stand  the  heaviest  sort  of  wear.  You 
will  find  this  exhibit  well  worthy  of  your 
attention  since  the  floors  are  being  used 
not  only  in  new  plants  but  can  be  laid 
on  top  of  old  worn-out  floors  to  make 
your  plant  attractive. 

FOOD  MACHINERY  CORPORATION 
BOOTH  No.  1 

As  usual,  several  divisions  of  Food 
Machinery  Corporation  will  put  on  a 
display  of  the  new  and  improved  ma¬ 
chines  in  their  complete  line.  They  will 
be  located  in  Booth  No.  1,  their  regular 
location,  occupying  the  entire  northeast 
corner  of  the  lower  level  Exhibition  Hall. 

Divisions  exhibiting  and  represented 
will  be  Sprague-Sells  Division  of  Hoopes- 
ton,  Illinois;  Anderson-Barngrover  Divi- 


NEAL  S.  SELLS,  Manager 
Sprague-Sells  Division 
Food  Machinery  Corporation 


sion  of  California;  Citrus  Machinery 
Divisions  of  Florida  and  Texas ;  and 
John  Bean  Manufacturing  Company 
Division  of  Michigan. 

One  of  the  outstanding  items  in  the 
F.  M.  C.  exhibit  this  year  will  be  their 
new  No.  2  Universal  corn  cutter,  which  is 
now  completely  proved  up  by  two  seasons 
of  use  and  development  work  in  about 
ten  different  corn  canneries,  and  is  now 
ready  for  the  general  market.  Another 
new  item  of  importance  will  be  the  new 
F.  M.  C.  double  busker.  Other  new  major 
machines  consist  of  redesigned  plunger 
and  gravity  fillers,  Lewis  quality  grader 
for  peas,  and  Lewis  whole  grain  washer 
for  corn,  all  steel  blancher,  tenderometer 
and  greatly  improved  hand-pack  filler. 
In  addition,  there  will  be  a  number  of 
improved  tomato  machines  such  as 
pulpers,  finishers,  juice  extractor,  etc. 

The  well-known  line  of  Coons  apple 
machines  will  also  be  shown,  and  a  recent 
development  in  the  Food  Machinery 
organization  is  the  transferring  of  the 


production  of  the  Coons  line  from  the 
Cutler  Manufacturing  Division  in  Port¬ 
land,  Oregon,  to  Sprague-Sells  Division 
at  Hoopeston.  That  is,  the  Coons  ma¬ 
chines  will  be  built  and  serviced  by 
Hoopeston  men,  in  future. 

Since  taking  over  the  Buck  line  of  bean 
equipment,  the  Sprague-Sells  Division 
has  devoted  a  lot  of  time  and  expense  to 
developing  a  greatly  improved  bean 
snipping  machine,  and  their  new  auto¬ 
matic  bean  snipper  will  be  shown  for  the 
first  time  at  the  Convention.  Other  new 
bean  machinery  developments  to  be  in¬ 
cluded  in  the  exhibit  are  a  size  grader 
and  bean  slicer  for  producing  French 
style  beans  sliced  lengthwise. 

A  new  general  catalog  No.  600  cover¬ 
ing  the  complete  Sprague-Sells  line  of 
canning  equipment  for  all  products  will 
be  distributed  at  the  Convention.  This 
catalog  is  regarded  as  the  most  impor- 


CHARLES  H.  AVARS,  President 
Ayars  Machine  Co. 


tant  reference  book  of  the  canning  in¬ 
dustry,  and  every  canner  can  obtain  a 
copy  free  by  registering  at  the  Conven¬ 
tion  booth. 

Representatives  from  all  Divisions,  dis¬ 
tributing  canning  machinery,  will  attend 
the  Convention,  including  several  top 
executives  from  the  headquarters  in 
California. 


GALLATIN  VALLEY  SEED  COMPANY 
BOOTH  No.  122 

Up  in  the  Grand  Ballroom,  Booth  No. 
122,  in  the  same  location  as  last  year, 
Gallatin  Valley  Seed  Company  will  hold 
forth  with  Messrs.  B.  C.  and  M.  C. 
Parker,  Purdy  and  Raber  in  attendance 
to  show  you  “Old  Faithful”  brand  of 
quality  pea  seed,  grown  especially  for 
canning  and  freezing.  They  will  also 
hold  open  house  in  Parlor  No.  1535A  at 
the  Stevens  and  will  be  glad  to  see  you. 
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WESTMINSTER  MACHINE  WORKS 

WESTMINSTER,  MARYLAND 
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CAMSE  LITHOGRAPHING  COMPANY 
BOOTH  No.  116 

The  Gamse  Company  seem  to  take  par¬ 
ticular  pleasure  in  helping  canners  design 
their  labels.  And  since  this  question  is 
now  so  important,  it  might  be  a  good 
suggestion  to  any  canner  to  drop  in  and 
talk  the  matter  over  at  their  comfortable 
booth  in  the  Grand  Ballroom.  They  have 
not  only  had  long  experience  in  produc¬ 
ing  labels  for  a  great  many  canners,  but 


HERMAN  CAMSE.  President 
Gamse  Lithographing  Co. 


they  have  the  law  requirements  at  their 
fingers’-end  and  so  are  in  a  position  to 
expertly  advise. 

Camera-shy  as  a  rule,  Mr.  Herman 
Gamse  finally  fell  victim  and  you  will 
recognize  this  smiling  gentleman  when 
you  call  on  him. 


FRANK  HAMACHEK  MACHINE  CO. 

BOOTH  No.  12 

Hamachek  will  exhibit  a  viner  that 
will  be  half  of  the  regular  length,  but 
which  will  otherwise  be  completely 
equipped  with  a  viner  feeder  and  all  reg¬ 
ular  equipment.  This  viner  will  be 
driven  by  an  electric  motor,  thus  afford¬ 
ing  a  better  opportunity  to  explain  the 
many  features  and  improvements  that 
make  for  economical  operation. 

Also  there  will  be  exhibited  two  sizes 
of  Hamachek  Viner  Power  Plants.  These 
plants,  equipped  with  Waukesha  gaso¬ 
line  engines,  provide  steady,  dependable, 
easily  controlled  power  at  low  cost,  for 
driving  viners. 

Photographs  of  various  viner  and 
other  pea  hulling  machinery  installa¬ 
tions,  will  be  on  display. 

The  following  attending  representa¬ 
tives  devote  all  of  their  time  to  hulling 
problems:  Frank  Hamachek,  Jr.,  Presi¬ 
dent;  V.  Albert  Hamachek,  Vice-Presi¬ 
dent  and  Western  Representative;  E.  W. 
Classon,  Secretary;  Harry  H.  Howeth, 
Eastern  Representative;  Roy  R.  Rowan, 
Central  West  Representative;  Frank 
Hamachek,  III;  Richard  L.  Hamachek. 
Consult  with  them  to  get  helpful  infor¬ 
mation  on  the  many  exclusive  features 
of  Hamachek  Equipment  for  the  hulling 
of  green  peas,  lima  beans,  crowder  peas, 


or  soy  beans,  for  canning  or  freezing 
purposes.  The  firm  makes  no  other  lines 
of  machinery  to  divide  their  efforts. 

HEEKIN  CAN  COMPANY 
BOOTH  No.  118 

In  the  same  location,  straight  through 
the  main  entrance,  as  for  the  past  few 
years,  Heekin  Can  Company  will  occupy 
Booth  No.  118  in  the  Grand  Ballroom. 
James  J.  Heekin,  Daniel  M.  Heekin, 
Charles  L.  Heekin,  Daniel  H.  Heekin,  and 
other  representatives  will  be  in  attend¬ 
ance  to  welcome  you  and  make  you 
comfortable,  and  incidentally  to  talk 
over  any  of  your  can  supply  problems. 
You  will  find  the  booth  spacious  and 
comfortable. 


B.  C.  PARKER,  President 
Gallatin  Valley  Seed  Co. 


R.  J.  KITTREDCE  &  COMPANY 
BOOTH  No.  108 

In  the  same  location  as  in  the  past  few 
years,  upstairs  in  the  Grand  Ballroom, 
the  always  attractive  booth  of  R.  J. 
Kittredge  &  Company  will  be  located. 
Messrs.  J.  A.  Caulfield  and  R.  W.  Kitt¬ 
redge  and  other  representatives  will  be 
in  attendance  to  welcome  you  and  to  talk 
over  any  labeling  difficulties. 

D.  LANDRETH  SEED  COMPANY 
BOOTH  No.  125 

Over  150  years  in  the  seed  business 
fits  the  D.  Landreth  Seed  Company  well 
to  supply  a  full  line  of  canners’  seeds 
which  they  are  proudly  exhibiting  in  the 
Grand  Ballroom,  at  the  far  end  of  the 
main  entrance.  A  corp  of  representa¬ 
tives  will  be  in  attendance  to  extend  a 
warm  welcome. 

F.  H.  LANCSENKAMP  CO.— BOOTH  No.  61 

The  F.  H.  Langsenkamp  Company,  of 
Indianapolis,  has  announced  that  it  will 
occupy  the  full  space  the  company  utilized 


for  many  years  in  Machinery  Hall, 
Stevens  Hotel,  during  the  National  Can¬ 
ners  Convention. 

The  company  spokesman  states  that 
many  improvements  and  several  addi¬ 
tions  to  the  line  will  be  shown.  The 
equipment  on  display  will  embrace  the 
full  line  of  Indiana  pulpers,  finishers  and 
juice  extractors,  including  the  E-Z- 
Adjust  Pulper  in  two  models.  This 
pulper  which  is  distinctive  in  design  and 
exclusive  in  its  automatic  adjustment 
feature,  is  already  widely  used  but  is  still 
distinctly  new  because  of  its  difference. 
Its  automatic  adjustment  permits  pomace 
to  be  run  wet,  dry  or  at  any  desired 
degree  between  the  extremes,  the  adjust¬ 
ment  being  made  instantly  and  as  fre¬ 
quently  as  necessary  without  stopping 
the  machine. 

Also  to  be  shown  for  the  first  time  is 
the  Midget  Utility,  a  small  machine  of 
pulper  design,  built  to  supply  the  juice 
requirements  of  the  packer  of  fancy 
tomatoes.  As  the  name  indicates  the 
machine  is  small,  but  ample  capacity  is 
claimed  for  it.  Small  tomatoes  and  the 
usable  portions  of  trimmed  tomatoes  can 
be  utilized  for  making  juice  with  this 
machine.  It  not  only  delivers  an  ade¬ 
quate  supply  of  rich  natural  juice  but 
furnishes  it  free  of  seed. 

Another  interesting  point  in  the  Lang¬ 
senkamp  exhibit  will  be  the  Indiana 
Deaerator,  first  shown  last  year,  but  re- 


FRANK  HAMACHEK,  President 
Frank  Hamachek  Machine  Co. 


designed  to  obtain  a  removable  top  which 
permits  the  vacuum  chamber  to  be 
cleaned  from  the  outside.  Formerly  the 
motor  was  placed  on  top  of  the  deaerat¬ 
ing  chamber.  It  is  now  placed  beneath 
it.  The  Indiana  Deaerator  has  given 
most  satisfactory  performance  in  use  and 
has  fully  demonstrated  its  deaerating 
efficiency.  It  employs  a  mechanical 
principal  for  breaking  the  air  bubbles  in 
the  catsup  and  the  vacuum  is  created  by 
the  built-in  vacuum  pump.  It  operates 
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“BLISS”  No.  416  Can  Body  Flanger  of  the  high  speed 
line,  is  typically  rigid,  precise  and  reliable. 
With  vital  parts  running  in  a  bath  of  oil,  long  bearings  and 
substantial  construction,  it  represents  the  engineering  care  and 
constant  evolution  which  maintains  “Bliss”  Can  Making 
Machinery  at  the  peak  of  serviceability  and  utility.  Permit 
“Bliss”  built  equipment  to  solve  your  production  problems. 


E.  W.  BLISS  COMPANY 

53rd  St.  and  2nd  Ave.,  Brooklyn,  N,  Y. 

•  Plants,  offices  and  agents  elsewhere  • 
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FRANK  H.  LANCSENKAMP,  President 
F.  H.  Langsenkamp  Co. 

at  a  low  vacuum  and  with  a  very  low 
steam  consumption.  The  Indiana  Deaera¬ 
tor  has  a  steam  jacket  surrounding  the 
vacuum  chamber  which  maintains  the 
temperature  of  the  product  while  being 
deaerated.  The  unit  is  entirely  self- 
contained  and  is  furnished  complete  with 
no  extra  parts  or  accessories  to  buy. 

Other  equipment  to  be  exhibited  will 
include  Improved  Kook-More  Koils.  Lang¬ 
senkamp  Stainless  Steel  Cooking  Tanks, 
the  Langsenkamp  Hot-Break  Tank,  Con¬ 
tinuous  Juice  Heating  Unit,  Triple  Tank 
Juice  Heating  Unit,  the  Langsenkamp 
3- Way  Valve  and  the  Langsenkamp  Juice 
Strainer. 

MORRAL  BROTHERS — BOOTH  No.  13 

Downstairs  in  Booth  No.  13  you  will 
find  the  exhibit  of  Morral  Brothers  with 
Messrs.  S.  E.  and  W.  W.  Morral  and 
other  representatives  on  hand  to  greet 
you  and  to  show  and  explain  to  you  their 


S.  L.  BUSCHMAN,  President 
National  Can  Corp. 


Morral  Double  Corn  Husker,  Morral 
Corn  Cutter,  Morral  Labeling  Machine, 
and  Knife  Grinding  Machine.  All  of  the 
latest  models  have  been  improved  over 
older  models.  The  Morral’s  have  had 
long,  long  experience  in  the  building  of 
corn  husking  equipment  and  are  in  posi¬ 
tion  to  advise  upon  your  requirements. 

NATIONAL  CAN  CORPORATION 
BOOTH  No.  112 

This  aggressive  concern  will  have  an 
attractive  booth  just  about  the  center  of 
the  Grand  Ballroom,  arranged  with 
special  care  for  the  comfort  of  their 
friends.  This  is  a  splendid  meeting  place 
and  comfortable  lounging  place,  and  we 
know  that  they  will  be  glad  to  see  any 
or  all  of  their  friends.  Their  hotel  head¬ 
quarters  will  be  Rooms  2400,  2401A, 
2402A  Stevens  Hotel.  President  S.  L. 
Buschman,  and  Vice-President  S.  Carle 
Cooling  will  head  a  staff  of  popular 
representatives  who  will  be  waiting 
for  you. 

NEW-WAY  CANNING  MACHINES 
COMPANY — BOOTH  No.  16 

New- Way  Canning  Machines  Company 
will  show  their  Labelers  and  Casers, 
equipment  to  fit  every  canner’s  require¬ 
ment  for  size  and  speed.  Improvements 
have  been  made  in  the  internal  con¬ 
struction  that  insures  a  free  flow  of 
cans  and  uninterrupted  operation.  Messrs. 
Moul  and  Hassen  will  be  in  attendance 
to  explain  the  merits  of  this  equipment. 

NORTHROP.  KING  &  COMPANY 
BOOTH  No.  205 

In  the  Foyer  to  the  Grand  Ballroom, 
immediately  at  the  main  entrance,  will  be 
found  the  spacious  exhibit  of  Northrup, 
King  &  Company,  growers  of  many  vari¬ 
eties  of  seed  used  by  canners.  In  recent 
years  this  firm  has  come  rapidly  to  the 
fore  in  supplying  canners  with  their  seed 
requirements,  and  only  satisfaction  with 
the  resultant  crops  could  be  responsible 
for  this  rapid  growth.  Messrs.  Corbett, 
Walker,  Newton  and  others  will  be  in 
attendance  to  show  you  samples,  explain 
their  merits,  and  to  talk  business  or 
pleasure  as  you  please. 

CEO.  J.  OLNEY — BOOTH  No.  55 

This  company  will  show  a  line  of 
cleaning  and  grading  machines  designed 
to  improve  your  quality  and  cut  down 
on  your  hand-sorting  in  Booth  No.  55 
downstairs.  Included  in  their  line  is  the 
Straight  Line  Quality  Pea  Grader,  the 
Straight  Line  Flotation  Washer,  the 
Riffle  Tray  Washer,  and  Heavy  Rod  Reel. 
Another  machine  that  has  been  proven, 
of  which  they  are  justly  proud  since  it 
has  many  patented  features,  is  the 
Schmidt  All-Purpose  Corn  Cutter  for 
which  they  make  many  claims.  Repre¬ 
sentatives  in  attendance  will  be  glad  to 
enlighten  you. 


W.  W.  MORRAL.  President 
Morral  Bros. 


PLANTERS  MANUFACTURING  COMPANY 
BOOTH  No.  TOI 

Located  right  at  the  entrance  to  the 
Foyer  of  the  Grand  Ballroom  upstairs 
will  be  found  the  exhibit  of  Planters 
Manufacturing  Company  showing  tomato 
picking  baskets  that  have  met  the  hearty 
approval  of  canners  everywhere.  They 
offer  four  types  of  %  baskets  at  four 
different  prices.  A.  S.  (Jack)  Hargroves 
will  be  in  attendance  to  tell  you  how  the 
company  came  to  make  its  mark  with 
canners  in  supplying  their  basket 
requirements. 

A.  K.  ROBINS  &  CO.— BOOTH  No.  3 

Patents  have  recently  been  granted  for 
the  manufacture  and  sale  of  the  Robins 
Chemical  Proportioner,  equipment  used 
for  the  treatment  of  water,  sewage  or 
trade  waste,  to  A.  K.  Robins  &  Co.,  Inc., 
Baltimore,  Maryland. 


S.  CARLE  COOLING,  Vice-President 
National  Can  Co. 
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/IVELY,  tender,  tasty  packs  with  all  the 
brightness  of  their  natural  color  command  the 
highest  prices.  So,  naturally,  the  assurance  of 
such  packs  is  your  biggest  problem. 

To  solve  this  problem  Worcester  Salt  can  be 
a  real  help.  Worcester  is  uniformly  free  from 
the  toughening  impurities  frequently  found  in 
salt.  You  can  depend  on  Worcester  Salt  to 
keep  your  pack  tender.  It  never  varies.  It  is 


uniformly  clean  and  pure.  When  Worcester 
Salt  goes  into  your  pack,  safety  goes  with  it. 

Since  salt  is  the  lowest  cost  item  in  your 
canning  process — and  since  even  a  few  tenths 
of  1  %  of  impurities  in  salt  can  lower  the  grade 
of  your  pack,  it  is  exceedingly  unwise  to  use 
anything  but  the  best  salt  you  can  buy. 

We  cordially  invite  you  to  visit  our  booth 
(No.  42)  at  the  National  Canners  Convention 
—  and,  should  you  have  any  special  require¬ 
ment  or  problem,  do  not  hesitate  to  ask  us  for 
help.  Our  laboratory  technicians  are  at  your 
disposal  to  aid  you  in  every  possible  way. 
Worcester  Salt  Company,  40  Worth  Street, 
New  York,  U.  S.  A. 


SALT  COMPANY 


IT  TAKES  THE  BEST  TO  MAKE  THE  BEST 
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The  Robins  Chemical  Proportioner 
works  on  the  intermittent  flow  principle, 
accurately  delivering  a  measured  quan¬ 
tity  of  chemicals  to  a  measured  quantity 
of  water  or  waste — the  machine  propor¬ 
tioning  lime,  iron  or  alum  and  chlorine 
to  the  waste  to  coagulate  and  settle  the 
suspended  solids.  The  chemicals  are 
proportioned  to  the  amount  of  water  or 
waste  by  adjustable  cups,  which  measure 
and  feed  the  required  amount  of  each 
chemical  into  the  water,  or  waste.  By 
increasing  the  number  of  measuring  cups 
and  feeding  heads  it  is  possible  to 
proportion  any  number  of  chemicals 
simultaneously. 

The  Robins  Chemical  Proportioner  con¬ 
sists  of  multiple  spontaneous  feeding 
valves,  and  gravity  operation,  and  no 
motor  is  required.  The  necessary  power 
is  produced  by  the  flow  of  water  or  waste 
into  the  weigh  pans  of  the  machine. 

It  has  few  moving  parts,  is  compact 
and  easy  to  install,  and  all  contact  parts 
are  of  non-corrosive  materials. 

The  full  Robins  line  of  canning  ma¬ 
chinery  will  be  on  display,  and  all  the 
popular  representatives  wait  to  welcome 
you.  You’ll  find  them  in  the  same  old 
location. 

ROGERS  BROS.  SEED  COMPANY 
BOOTH  No.  114 

Directly  facing  the  beautiful  American 
Can  Company  display  in  the  Grand  Ball¬ 
room  will  be  found  the  extensive  booth 
of  this  well  known  seed  house.  It  will 
be  fitted  up  with  comfortable  davenports 


ROBERT  A.  SINDALL,  President 
A.  K.  Robins  &  Co.,  Inc. 


and  chairs  for  the  convenience  of  their 
many  friends.  They  will  have  telephone 
connections  at  your  service  and  in  fact 
say  they  will  have  their  office  in  their 
booth  during  the  period  of  the  Convention. 

Naturally  they  will  have  samples  of 
their  famous  seeds  for  canners,  and  if 
there  are  any  as  yet  unconvinced  that  in 
seeds,  as  in  humans,  “Blood  Tells”  they 


ought  to  call  at  this  booth  and  be  con¬ 
vinced.  They’ll  find  there  a  hearty  wel¬ 
come  from  the  popular  representatives 
and  officers  of  this  large  and  growing 
concern. 


SCIENTIFIC  TABLET  COMPANY 
BOOTH  No.  52 

Downstairs  in  Booth  No.  52  will  be 
found  the  exhibit  of  the  Scientific  Tablet 
Company,  a  firm  who  has  long  concerned 
themselves  with  the  problems  of  improv¬ 
ing  canners’  packs  through  flavor  control 
and  accuracy  in  seasoning.  This  com¬ 
pany  introduced  the  use  of  salt  tablets 
for  the  salting  of  canned  foods  and  de¬ 
veloped  equipment  for  depositing  the 
tablets.  Messrs.  G.  S.  Suppiger,  C.  M. 
Schofield  and  others  will  be  in  attendance 
to  welcome  you  and  to  show  you  just 
how  a  predetermined  exact  amount  of 
salt  can  best  be  deposited  in  every  can. 


0.  J.  SAWIN,  Vice-President 
Rogers  Bros.  Seed  Co. 


SCOTT-VINER  COMPANY 
BOOTH  No.  24 

Just  as  you  enter  Machinery  Hall, 
downstairs  in  Booth  No.  24  you  will  find 
the  attractive  display  of  the  Scott-Viner 
Company,  pioneer  manufacturers  of  pea 
viners  and  hydraulic  conveying  equip¬ 
ment.  Among  the  equipment  to  be  ex¬ 
hibited  will  be  the  Hydraulic  Elevator, 
Jumbo  Washer  Elevator,  1941  Model 
Standard  Washer  Elevator,  Hydraulic 
Pressure  (Pipe  Type)  Blancher,  a  New 
Model  Split  Remover  and  Washer,  a  New 
Model  Vegetable  Washer  (Three  and 
One)  Multiple  Enclosed  Flume  Section, 
Bean  Soaking  Tank  Valve,  Orange  Sec¬ 
tion  Beet  Cutter  and  other  equipment. 
There  will  be  three  new  machines  shown 
and  a  number  of  improvements  on  all 
others.  Messrs.  Thom.  A.  Scott,  W.  E. 
Nicholoy  and  other  representatives  will 
be  in  attendance. 


SINCLAIR-SCOTT  COMPANY 
BOOTH  No.  56 

Downstairs  in  Booth  No.  56  Sinclair- 
Scott  Company  will  exhibit  a  number  of 
their  machines  designed  to  help  you  im¬ 
prove  the  quality  of  your  packs.  A 


THOM  A.  SCOTT,  President 
Scott  Viner  Co. 


relatively  new  machine,  the  Double  “S” 
Whole  Grain  Corn  Cleaner  and  Washer, 
which  is  really  three  machines  built  into 
one  to  save  you  floor  space,  water,  power 
and  labor  while  producing  clean  corn 
without  loss  of  flavor,  will  be  on  exhibit. 
Samples  of  corn  washed  on  this  machine 
will  be  cut  for  your  inspection.  Along 
with  other  equipment  to  be  shown  will 
be  two  little  winners,  the  Taper  Tip  Corn 
Trimmer,  designed  to  cut  off  only  the 
worm  eaten  tip  of  the  ear  saving  much 
good  corn  which  would  otherwise  be 
wasted,  and  the  Double  “S”  Asparagus 
Packer,  which  while  greatly  speeding  up 
the  packing  process  eliminates  all  mashed 
tips  and  insures  each  tip  being  full 
length.  Messrs.  Edwin  and  John  Rife 
will  be  on  hand  to  greet  you. 


WM.  J.  STANCE  COMPANY 
BOOTH  No.  203 

Always  a  beautiful  exhibit  is  that  of 
the  Wm.  J.  Stange  Company,  manufac¬ 
turers  of  “cream  of  spice”  seasonings, 
and  of  the  famous  “Peacock”  brand  of 
certified  food  colors.  One  of  the  out¬ 
standing  products  developed  by  this  com¬ 
pany  is  “Peppercream”  which  is  the 
answer  to  the  problem  of  incorporating 
a  black  pepper  flavor  into  products  with¬ 
out  specks,  discoloration  or  bacterial 
contamination.  In  the  growing  list  of 
customers  of  this  firm  are  many  of  the 
proudest  names  in  the  food  industry. 
Located  in  Chicago,  you  may  expect  a 
full  corp  of  officers  and  representatives 
to  greet  you  on  your  visit. 
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What  Whole-Grain  Corn  Packer  can  afford 
to  miss  these  two  events? 

^'BUILDING  AN  INDUSTRY^' 

/J  ^eGi44^-U4t(fiU  Moii04i>  Pictufie^Ut  Qolo^  Cuwl  with  So444ui 

An  assembly  of  a  veritable  storebouse  of  interesting  and  important  in¬ 
formation — technical  and  otherwise — on  late-type  procedures  in  all  of  the 
steps  (“from-the-field-to-the-filler”)  of  canning  Whole-kernel  Corn. 

Shows  40  Whole-grain  Corn  Canneries  in  operation.  Over  1000  people 
appear  in  the  picture. 

Made  possible  by  the  cooperation  of  110  Canner-Executives  (the 
Owners  of  75  Corn  Plants,  and  of  more  than  150  Brands) 

NATIONAL  WHOLE-KERNEL  CORN  CUTTING-BEE 

Embraces  corns  from  17  States, — Maine,  New  York,  Pennsylvania, 
Delaware,  Maryland,  Virginia,  Ohio,  Indiana,  Illinois,  Iowa,  Wisconsin, 
Minnesota,  Idaho,  Montana,  Utah,  Wyoming,  Washington. 

One  hundred  and  eighteen  commerical  packs — in  every  instance 
furnished  by  the  producer  thereof. 

Practically  all  popular  varieties  and  important  hybrids  (both  white 
and  yellow). 

These  corns  were  canned  by  the  packers  of  90%  of  all  Whole-grain 
Corn  produced  in  the  United  States  in  1940. 

The  labeled  cans  and  histories  of  the  packs  will  be  exhibited  adjacent 
to  the  respective  corns. 

Sales  and  operating  Managers  of  Canning  Companies,  and  Buyers  and  Brokers, 

— all  will  find  in  these  two  exeeptional  events  an  unusal  opportunity  to  pro¬ 
cure  quickly  much  valuable  information. 

January  20-24,  inch,  1941, — whenever  the  Exhibition  Hall  is  open. 

place—  Space  No.  6,  Machinery  Hall,  Stevens  Hotel,  Chicago.  Directly 
in  front  of  the  entrance,  at  the  far  side  of  the  room. 

YOV  ARE  CORDIALLY  INVITED 


CORN  CANNING 


EQUIPMENT 


TiHiiE  l[JiN"]nnE]D»  Westminster.  Jld. 

HtJSKERS  — CUTTERS  — TRIMMERS  — CLEANERS 
S  I  LKERS— WASHERS  and  GRINDERS 
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THE  UNITED  COMPANY— BOOTH  No.  6 

“It  is  our  privilege  to  announce  the 
development  of  the  most  valuable  Husker 
invention  that  has  come  to  our  industry 
during  the  past  fifteen  years.  Just  to 
see  this  simple  device  is  to  realize  that 
the  highest  degree  of  perfection  ever  pro¬ 
cured  in  the  husking  of  corn,  now  is  at¬ 
tainable  readily,  and  with  the  least  of 
grain-marking  or  corn-mutilation.  This 
great  discovery  is  one  of  the  exclusive 
new  features  of  the  late-type  TUC 
Husker.  It  will  be  disclosed  generally 
to  corn  canners  for  the  first  time  at  the 
Chicago  Convention  in  Booth  6,  in  down¬ 
stairs  Machinery  Hall,”  said  Ralph 
Cover  of  The  United  Company  when 
asked  about  his  exhibit. 

At  the  same  exhibit  there  will  be  pro¬ 
jected  colored  motion  pictures  which  will 
shed  considerable  light  upon  the  merits 
of  corn-husking,  corn-cutting  and  corn¬ 
cleaning  equipment.  For  example,  the 
pictures  will  reveal  ball-bearing  TUC 
Huskers  operating  commercially  (each 
with  one  feeder)  at  more  than  150  ears 
per  minute. 


C.  EDWIN  RIFE,  President 
Sinclair-Scott  Co. 


LANSING  B.  WARNER,  INC. 

BOOTH  No.  207 

Thirty-three  years  of  specialized  insur¬ 
ance  service  for  the  food  industry  places 
the  firm  of  Lansing  B.  Warner,  Inc.,  in 
position  to  supply  canners  “maximum 
insurance  protection  at  minimum  cost.” 
Canners  using  the  canners’  exchange  sub¬ 
scription  plan  at  Warner’s  Inter-Insur¬ 
ance  Bureau  are  about  this  time  each 
year  presented  with  a  sizable  check  as 
their  part  in  the  savings  in  insurance 
cost.  For  the  past  several  years  this 
return  has  approximated  50  per  cent  of 
the  original  insurance  cost.  Their  head¬ 
quarters  during  Convention  Week  will  be 
at  Booth  No.  207  in  the  Foyer  to  the 


Grand  Ballroom  where  you  will  be 
warmly  welcomed  by  the  company’s 
officers  and  representatives  who  will  be 
glad  to  answer  any  questions  concerning 
the  Bureau,  and  to  show  you  an  interest¬ 
ing  display. 

WESTMINSTER  MACHINE  WORKS 
BOOTH  No.  49 

Downstairs  in  Booth  No.  49  you  will 
want  to  see  the  Kyler  Labeling  and  Box¬ 
ing  Machines  built  for  speed,  neatness 
and  trouble-free  operation,  turning  out 
more  and  better  work  in  a  minimum  of 
time.  A.  H.  Kyler  and  attending  repre¬ 
sentatives  will  demonstrate  and  explain 
them  to  you.  Mr.  Kyler  claims  that  this 


LANSING  B.  WARNER,  President 
Lansing  6.  Warner,  Inc. 


equipment  has  “everything  with  half  the 
parts”  and  regardless  of  how  fast  you 
get  the  cans  to  this  equipment  the  labeler 
will  do  as  nice  a  job  of  labeling  as  you 
have  ever  seen,  and  the  boxer  case  them 
up  for  you.  It  is  only  necessary  to  get 
the  cans  to  and  from  this  hookup.  It 
should  be  well  worth  your  while  to 
investigate. 

WORCESTER  SALT  COMPANY 
BOOTH  No.  42 

Just  as  you  come  down  the  steps  and 
turn  to  your  left  to  enter  Machinery  Hall 
there  you  will  find  A.  F.  W.  St.  John, 
and  other  company  representatives  in 
attendance  at  the  booth  of  Worcester 
Salt  Company.  Realizing  the  necessity 
for  salt  free  from  the  toughening  impuri¬ 
ties  frequently  found,  this  company  has 
conducted  much  laboratory  work  to  give 
the  canner  an  uniformly  clean  and  pure 
salt  that  will  keep  the  pack  tender,  make 
it  tasty  and  give  it  the  brightness  of  the 
natural  color  of  the  product.  Be  sure  to 
visit  them  and  hear  their  story. 


PHILLIPS  PACKING  COMPANY 

This  well-known,  big  canner  of  Cam¬ 
bridge,  Md.,  will  have  a  little  convention 
of  its  own.  We  learn  that  there  will  be 
present: 

Colonel  Albanus  Phillips,  President; 
Albanus  Phillips,  Jr.,  Theodore  Phillips, 
Levi  B.  Phillips,  Jr.,  W.  Grason  Winter- 
bottom,  Jr.,  Vice-President;  J.  Emory 
Parks,  Assistant  Treasurer;  Edwin  C. 
Hopkins,  Jr.,  Assistant  Sales  Manager; 
C.  Rutledge  Turner,  Sales  Promotion  De¬ 
partment;  Warrington  Harris,  Manager 
Phillips  Sales  Company;  C.  R.  Toomey, 
Manager  Phillips  Commission  Company 
of  Maryland’s  New  York  offices;  Earl  C. 
Potts,  Pittsburgh;  Robin  M.  Kirwan, 
Plants  Supervisor;  William  F.  Winter- 
ling,  Manager  Phillips  Can  Company; 
Frank  Robbins,  Personnel  Director;  S. 
Charles  Walls,  Public  Relations  Director. 

Samuel  H.  Green,  Middle  Atlantic 
Sales  Representative;  William  E.  Gray, 
Southeastern  Sales  Representative;  T. 
N.  Blake,  Southern  Sales  Representative; 
Frank  L.  O’Leary,  Southwestern  Sales 
Representative;  A.  R.  Frank,  Western 


ALBERT  H.  KYLER,  President 
Westminster  Machine  Works 


Sales  Representative;  Thomas  E.  Mc- 
Gough,  New  England  Sales  Representa¬ 
tive;  Charles  L.  Ingram,  Eastern  Sales 
Representative. 

THE  SEAMLESS  BOX 

An  evei’-increasing  demand  from  can¬ 
ners  has  been  experienced  by  David 
Weber  &  Company,  for  their  “Liner- 
Joint”  seamless  corrugated  box.  In 
addition  to  being  a  good,  strong  case 
that  delivers  packs  free  from  dents  and 
torn  labels,  and  in  a  good,  salable  condi¬ 
tion,  being  seamless  it  stacks  very  com¬ 
pactly  in  storage.  The  company  will  be 
glad  to  forward  samples  upon  request 
to  them  at  3500  Richmond  Street,  Phila¬ 
delphia,  Pa. 
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AMERICAN  CYANAMID  COMPANY 

30  ROCKEFELLER  PLAZA  NEW  YORK,  N.  Y. 


YIELDand  QUAUTY  depend  upon  PLANT  FOOD 
in  the  BOTTOM  HALF  oi  the  FURROW-SUCE 


From  mid-season  on,  most  of  the 
roots  of  most  crops  feed  in  the  bottom  half 
of  the  furrow- slice.  Do  you  provide  a 
good  supply  of  plant  food  for  them?  And 
where  they  need  it? 

It  will  pay  you  to  insure  an  ade-^ 
quote  supply  of  nitrogen  in  the  bottom 
half  of  the  furrow- slice  by  plowing 

down  GRANULAR  ^AERO'  CYANAMID  with 

cover  crops  and  crop  wastes. 


This  treatment  is  an  effective  and 
economical  substitute  for  farm  manure. 
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Best  Advertisins  Space  Costs  You  Nothing 

by  C.  W.  BROWNE 

Lecturer  Evening  College,  University  of  Cincinnati,  and  Manager 
of  Marketing  Service,  United  States  Printing.  &  Litho.  Co. 


Sales  Psychology — Applied 

|N  ANY  BUSINESS,  if  we  want  to  make  an  intelligent  appli- 
1  cation  of  sales  psychology,  the  first  and  most  important 
consideration  is  to  identify  our  customers — our  real  customers — 
and  to  say  the  proper  things  to  them.  In  most  lines  of  business, 
during  the  greater  part  of  our  national  development,  it  hasn’t 
been  so  necessary  to  think  intensively  about  the  ultimate  con¬ 
sumer  as  it  is  today,  because  our  own  people  and  the  rest  of 
the  world  have  absorbed  practically  all  products  just  about  as 
fast  as  American  ingenuity  could  turn  them  out.  The  result 
has  been  a  tendency  to  emphasize  production,  perhaps  at  the 
expense  of  marketing. 

But  times  have  changed.  During  the  past  decade  or  so,  we 
have  been  making  almost  everything  faster  than  we  could  sell 
it.  That  fundamental  change  demands  a  new  technique  in 
business.  It  means  that  we  must  study  the  marketing  problems 
of  our  products  just  as  carefully  as  we  study  production  prob¬ 
lems.  It  means  that  we  must  know  the  correct  answer  to  the 
question  “Who  is  your  customer?” 

Ask  that  question  of  some  canners  and  they  will  think  of 
their  brokers.  Others  might  mention  their  wholesalers.  Still 
others  would  name  the  retail  outlets — independent  groceries, 
chain  stores,  super-markets — where  their  goods  are  sold.  But 
those  are  only  the  way-stations  on  the  road  to  your  real  cus¬ 
tomers — ^the  consumers. 

It  is  true  that  you  seldom  have  the  opportunity  to  make  direct 
contacts  with  your  real  customers;  and  relatively  few  canners 
are  in  a  position  to  conduct  national  advertising  campaigns. 
Of  necessity,  production  problems  absorb  much  of  your  time; 
but  you  are  going  to  find  it  increasingly  necessary  to  devote 
more  time  to  marketing  in  all  of  its  aspects.  As  you  sell  your 
products,  they  will  move  through  these  way-stations — the  regu¬ 
lar  channels  of  merchandising.  And  you  need  the  cooperation 
of  all  the  people  in  those  way-stations;  but  don’t  mistake  the 
way-stations  for  the  ultimate  destination;  keep  your  eyes  on 
the  real  customer,  the  consumer. 

Let’s  stop  for  a  momentary  glance  at  the  way  canned  foods 
are  actually  marketed.  The  industry  has  an  annual  volume  of 
three-quarters  of  a  billion  dollars.  There  are  between  two 
and  three  thousand  prime  producers  located  all  over  the  United 
States;  they  produce  between  six  and  seven  billion  packages 
of  canned  foods  each  year,  which  sell  at  an  average  retail 
price  of  12%  cents  per  package,  and  the  goods  reach  consumers 
everywhere  and  in  every  walk  of  life.  The  retail  store  is  the 
last  way-station  on  the  road,  just  before  your  goods  reach  the 
hands  of  the  consumer.  What  kind  of  a  place  is  that  store? 

These  stores  may  be  different  in  their  ownership  and  organi¬ 
zation;  they  may  differ  in  form  and  arrangement;  but  their 
function  is  the  same:  all  of  them  are  channels  through  which 
your  goods  reach  your  real  customers. 

If  you  were  the  proprietor  or  manager  of  one  of  these  stores, 
your  first  concern  regarding  any  article  in  your  stock  would 
be  its  SALABILITY ;  and  almost  instinctively  you  would  know 
that  eye-appeal  is  an  important  factor  in  salability;  and,  being 
as  susceptible  as  anyone  else  to  the  appeal  of  a  good-looking 
package  (other  things  being  equal)  you  would  choose  the 
attractive  packages  for  your  choicest  displays  in  window,  on 
counter,  on  shelves,  on  open  display  tables.  Not  only  this,  but 
as  opportunity  offered,  in  your  conversations  with  consumers 
you  would  make  all  possible  capital  out  of  the  messages  on 
labels.  If  you  were  a  retailer,  you  would  have  no  doubt  about 
it — the  ultimate  consumer  would  be  your  real  customer. 


But  no  less  is  she  the  real  customer  of  you,  the  canner.  And 
when  these  real  customers  buy  your  tomatoes,  peas  and  corn, 
and  your  other  products  they  take  your  label  into  their  homes. 
That  means  for  you  a  golden  opportunity  to  deliver  your  per¬ 
sonal  messages  to  your  customers;  and  if  those  messages  are 
of  the  right  kind,  they  will  bring  the  consumer  back  for  more 
of  your  goods — provided  of  course  the  goods  are  right.  Obvious¬ 
ly  the  vehicle  for  those  messages  is  your  label;  and  your  con¬ 
sumer-customers  thus  comprise  an  advertising  circulation — a 
circulation  which  you  can  own  and  control — yours  to  use  for  the 
mutual  benefit  of  those  consumers  and  yourself. 

Nowadays  more  than  ever,  Mrs.  Consumer  is  out  to  get  full 
value  for  every  penny  she  spends.  And  she  looks  at  you,  the 
producer,  with  questioning  eyes,  saying:  “What  are  you  doing 
to  deserve  my  patronage?” 

In  some  respects,  the  new  Food,  Drug  and  Cosmetic  Law 
has  proven  as  much  of  a  blessing  as  a  headache,  for,  as  a  by¬ 
product  of  the  upheaval  caused  by  new  legal  requirements,  many 
food  packers  have  discovered  the  value  of  progressive  packaging, 
and  thy  are  manifesting  particular  interest  in  packages  which 
carry  messages  to  the  consumer. 

You  may  naturally  ask:  “What  kinds  of  messages?  What  do 
consumers  want  on  labels?”  Well,  there  is  an  old  and  tried 
rule  in  selling:  “Talk  to  the  customer  as  he  likes  to  be  talked 
to.”  Paraphrase  that  a  bit  and  apply  it  to  packaging:  “Put 
on  the  package  (or  on  the  label)  the  kind  of  messages  the  con¬ 
sumer  likes.”  Which  involves  an  effort  to  learn  just  what  par¬ 
ticular  things  consumers  want  on  canned  foods  packages. 

Not  long  ago  some  of  us  in  Cincinnati  got  together  and  de¬ 
cided  we  would  go  direct  to  representative  groups  of  consumers 
— real  housewives,  not  professional  consumer  agitators — and  get 
a  first-hand  answer  to  that  question.  Between  us,  we  drew  up 
a  questionnaire — the  head  of  the  Department  of  Home  Eco¬ 
nomics  of  the  University  of  Cincinnati,  the  Director  of  the 
Kroger  Food  Foundation,  and  myself — and  we  asked  these  con¬ 
sumers  to  indicate  the  points  they  considered  essential  on  canned 
food  labels,  and  to  rank  them  in  1-2-3-4-5  order.  Without  tak¬ 
ing  time  to  give  you  all  the  details,  the  results  boil  down  to 
five  points  which  they  regard  as  most  important: 

1.  Brand  name. 

2.  Quantity  statement,  in  terms  of  net  weight  in  pounds  and 
ounces;  number  of  pieces;  number  of  servings;  size  of 
can.  (Apparently  they  want  all  of  these.) 

3.  Indication  of  grade  and  variety  of  the  product. 

4.  Accurate  pictorial  of  the  contents. 

5.  Name  of  producer. 

We  also  had  some  questions  designed  to  find  out  what  women 
think  of  recipes  on  labels.  The  answers  to  those  questions  gave 
evidence  of  a  hearty  and  almost  unanimous  approval.  Since 
that  time,  our  findings  have  been  very  positively  confirmed 
by  a  Ross-Federal  study  made  on  the  West  Coast  and  reported 
in  the  magazine  Western  Advertising.  In  this  Ross-Federal 
survey,  693  women  were  interviewed,  and  it  was  learned  that 
70%  of  them  had  cook-books  of  standard  publishers’  editions; 
but  88%  had  recipe  booklets  put  out  for  advertising  purposes — 
some  of  them  more  than  one — which  they  had  collected  and 
saved;  that  six  out  of  ten  women  keep  a  recipe  file;  that 
53.8%  keep  adding  to  their  recipe  files  by  clipping  new  recipes 
all  the  time;  and  the  sources  from  which  they  collect  them  are: 
Newspapers  and  magazines  (both  articles  and  advertisements) ; 
from  the  radio;  from  labels  and  packages;  and  from  advertis¬ 
ing  booklets  and  folders. 
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pcuJi  2ucl£Uf  with  DOUBLE  “S”  EQUIPMENT 

Booth  No.  56  Machinery  Hall 


The  Double  “S”  Whole  Grain  Corn 

Cleaner  and  Washer 

See  corn  that  is  washed  cleaned  on  this 
machine  without  loss  of  flavor.  Cut  samp  - 
les  on  display.  This  equipment  is  really 
three  machines  combined  into  one  to  save 
you  floor  space,  water,  power  and  labor. 
It  consists  of  a  flotation  tank  on  which 
is  mounted  a  cob  reel  and  the  rod  washer. 
Corn  delivered  from  this  machine  is  clean¬ 
er  than  you  have  ever  seen  before,  with 
none  of  the  natural  corn  flavor  lost.  Be 
sure  to  see  it  at  the  convention. 


HYDRO  GEARED 
PEA  GRADER 

Embodies  the  experience  of  over 
half  century  of  pea  grader  build¬ 
ing.  It  is  known  and  accepted 
by  the  industry  as  the  equip¬ 
ment  for  the  accurate  size  grad, 
ing  and  thorough  washing  of  peas. 
Simple,  trouble-free,  just  lubri¬ 
cate,  start  the  machine  and  for¬ 
get  your  grading  worries. 


Get  full  details  on  all 
Double ‘‘S”  machines 
designed  to  give  you 
better,  cleaner,  qual¬ 
ity  packs  economi¬ 
cally  and  efficiently. 


“Taper  Tip’*  CORN  TRIMMER 

A  small,  compact  device  that  will  cut  away  only  the 
worm  eaten  tip  of  the  ear,  saving  much  good  corn  that 
is  lost  in  hand  trimming.  The  tapered  ear  leads  the 
cutter  knives  into  the  corn,  not  into  the  cob — eliminat¬ 
ing  the  clogging  of  cutters,  returning  5  to  8  percent 
more  cases  per  ton  of  cleaner,  chaff-free  corn. 


THE  SINCLAIR  SCOTT  COMPANY 


The  Original  Grader  House 

BALTIMORE,  MARYLAND 


THE  CANNING  TRADE  •  January  13,  1941 


35 


“Gerber’s  Lima  Beans”  label  tends  to  illustrate  IDENTITY  and  the  judicious  And  a^ain,  “Reeves  Sweet  Peas”  label  illustrates  sales  psycholoKy-  -apj)lied. 
use  of  the  “consumer  panel”  of  the  label. 


The  “Continuing  Readership  Interest  Study”  made  by  the 
Advertising  Research  Foundation  revealed  a  66%  readership 
interest  in  recipes  among  women.  And  in  the  same  connection, 
let  me  quote  a  national  advertising  manager  whose  company 
has  used  recipes  in  all  forms  of  advertising  for  many  years, 
maintaining  their  own  corps  of  Home  Economics  experts  to 
develop  new  ways  for  consumers  to  use  their  products.  He 
says:  “Consumers  are  unbelievably  interested  in  recipes.  They 
never  tire  of  them.” 

One  more  bit  of  evidence — a  true  “human-interest”  story:  A 
Wisconsin  canner  sent  us  a  copy  of  a  letter  which  he  recently 
received  from  a  Florida  woman,  telling  him  she  had  won  two 
prizes  in  a  cooking  contest  conducted  by  a  local  newspaper, 
using  recipes  she  found  on  his  labels.  She  was  delighted, 
and,  of  course,  he  was,  too. 

Well,  I  think  we  now  have  a  pretty  clear  idea  of  what  the 
consumer — the  every-day  housewife — wants  on  labels.  She 
wants  facts — ^kitchen  facts;  she  wants  information  on  how  to 
use  and  prepare  the  product;  she  wants  help  with  her  endless 
task  of  preparing  more  than  1,000  meals  per  year.  And  to 
confirm  the  idea  that  the  label  is  the  proper  vehicle,  let  me 
quote  from  a  level-headed  consumer  spokesman  (Mrs.  Sadie 
Orr  Dunbar,  President  of  the  General  Federation  of  Women’s 
Clubs)  who  said: 

‘The  most  satisfactory  method  for  communicating  in¬ 
formation  from  the  manufacturer  through  retailer  to  con¬ 
sumer  is  a  label  attached  to  the  product.” 

Thus  the  canner,  in  developing  a  package  design  for  his  prod¬ 
ucts,  will  do  well  to  keep  three  imperative  points  in  mind:  (1) 
the’ nature  of  his  merchandising  channels;  (2)  the  require¬ 
ments  of  the  Government;  and  (3)  the  desires  of  his  consumers. 
And  the  last  of  these  is  the  greatest.  So  we  can  arrive  at  a 
formula,  or  measuring  stick,  by  which  to  judge  the  effectiveness 
of  a  package: 

Functionally,  first,  a  good  package  does  three  things: 

1.  It  IDENTIFIES  the  product; 

2.  It  INFORMS  the  consumer  about  the  product; 

3.  It  INVITES  the  consumer  to  purchase  the  product. 

Structurally,  second,  a  good  package  is  made  up  of  two 

major  units  of  space: 

1.  The  DISPLAY  PANEL,  often  called  the  front  panel; 

2.  The  CONSUMER  PANEL,  commonly  called  the  back 
panel. 

The  manner  in  which  these  two  units  of  space  are  used — that 
is,  the  kind  of  consumer  messages  you  put  on  them — will  de¬ 
termine  the  sales-effectiveness  of  the  package;  and  I’m  not 
referring  only  to  color  and  design,  but  to  merchandising  content 
as  well.  To  do  its  full  duty,  the  Display  Panel  should  contain 
four  elements,  all  of  them  important  from  a  merchandising 
standpoint: 


1.  Brand  name  identity. 

2.  Trade  mark  identity. 

3.  Product  identity. 

4.  Product  description. 

Putting  those  elements  on  a  label  artistically  and  attractively 
is  the  job  of  a  designer,  which  I  don’t  pretend  to  be.  Give  those 
ideas  in  concrete  form  to  a  good  package  designer,  and  he  well 
know  what  to  do.  Your  concern  is  not  so  much  with  the  minute 
details  of  the  design  as  with  these  merchandising  elements; 
those  are  the  things  which — for  sales’  sake — should  be  plainly 
in  evidence  on  the  display  panel  of  your  label. 

Coming  now  to  the  back  panel  (for  which  I  think  “consumer 
panel”  is  a  better  name)  when  you  begin  to  regard  your  label 
as  a  vehicle  to  carry  messages  to  your  real  customers,  the  con¬ 
sumer  panel  enables  you  to  take  an  immense  forward  stride  on 
the  road  to  progressive  packaging.  That  consumer  panel  con¬ 
tains  an  area  of  at  least  17  square  inches  which  is  yours  to  use 
for  consumer  advertising.  Let’s  test  the  advertising  value  of 
that  space  as  any  advertising  man  would  .  .  . 

FIRST:  As  to  its  circulation  numerically.  The  Ladies’ 
Home  Joiirnal  has  a  circulation  of  about  three  million  per 
issue.  What  is  your  circulation?  You  can  answer  that  question 
easily  enough.  How  many  labels  do  you  use?  That  is  the 
circulation  you  own  and  control. 

SECOND:  What  about  the  quality  of  that  circulation? 
Every  magazine  has  a  certain  percentage  of  waste  circulation, 
as  far  as  any  particular  advertiser  is  concerned.  But  there  is 
no  waste  circulation  of  your  labels.  Every  can  of  your  products 
reaches  an  actual  user  of  the  goods.  Every  label  carries  its 
message  to  a  consumer.  Is  there  any  better  circulation  as  far 
as  you  are  concerned? 

THIRD:  How  about  the  effectiveness  of  that  space?  In 
a  magazine,  17  square  inches  would  be  lost.  On  your  label, 
you  can  make  it  dominate. 

FOURTH :  What  does  this  space  cost?  A  four-color  page  in 
the  Ladies’  Home  Journal,  for  one  issue,  would  cost  you 
$11,500.00  for  the  space  alone,  exclusive  of  preparation,  art 
work,  and  plate  costs.  If  you  could  buy  17  square  inches  in 
four  colors  (which  you  can’t  because  they  don’t  sell  it  that 
way)  it  would  cost  you  about  $1,680.25  for  the  space  alone, 
or  54%  cents  per  thousand  circulation;  to  that  you  would 
have  to  add  costs  of  art  work,  plate  making,  and  other  pre¬ 
liminary  expenses.  (Woman’s  Home  Companion  53%  cents  per 
thousand.  Better  Homes  &  Gardens  71%  cents  per  thousand. 
Saturday  Evening  Post,  54%  cents  per  thousand.  Time  $1.06 
per  thousand.  Life  34.8  cents  per  thousand.) 

On  your  label,  that  17  square  inches  of  space  costs  you 
nothing;  that  is,  you  get  it  with  your  labels  anyway,  whether 

(Please  turn  to  page  56) 
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Greater  Yield 
Greater  Volume 
Better  Juice 


SAVES  LABOR,  SAVES  TIME,  SAVES  PRODUCT 
AND  INCREASES  PRODUCTION  EFFICIENCY 

essential,  as  never  before,  in  1941 

#  Gettins  the  best  possible  product  at  the  lowest  possible  cost  is  the  obvious 
goal  of  any  packer  of  food  products  any  year.  Many  factors  of  costs  car'not 
be  controlled  by  the  packer.  But  the  cost  of  production  can  be  maintained  at 
a  positive  minimum  by  ihe  packer  of  tomato  products  who  utilizes  Langsen- 
kamp  production  units.  Here  are  eight  cost-reducing  advantages  Langsenkamp 
Equipment  will  give  you:  (1)  Greater  volume  per  oroduction  unit.  (2)  In¬ 
creased  yield  from  raw  product.  (3)  Increased  productive  time.  (4)  Payroll 
saving.  (5)  Lower  power  costs.  (6)  Lower  maintenance  costs.  (7)  Longer 
returns  on  equipment  investment.  (8)  A  higher  quality  of  finished  product. 
Langsenkamp  production  units  produce  high  quality  in  great  volume;  eliminate 
waste  of  raw  material,  of  product,  and  of  power;  reduce  labor  costs;  increase 
operating  efficiency;  meet  the  requirements  of  all  production  situations. 

Get  a  preview  of  the  advantages  Langsenkamp  Equipment  offers  you  for  1941 
in  the  current  issue  of  CANNING  EFFICIENCY  NEWS — a  copy  will  be  mailed 
if  you  haven't  received  one  already — and 


#  No  raw  product  lost  with  use  of  Langsenkamp 
Hot-Break.  Fine  full-flavored  juice  of  better  body 
and  rich  color.  Gets  practically  all  pectin  from 
skins  and  seeds.  Instantaneous  envelopment  of 
broken  tomatoes  in  liquid  kept  at  high  tempera¬ 
ture  prevents  enzymic  action  —  deterioration — and 
protection  from  aeration  of  product  preserves  vit¬ 
amin  values  Langsenkamp  Hot-Break  System,  in¬ 
cluding  Indiana  Extractor,  produces  juice  rating 
35%  to  40%  higher  in  ascorbic  acid  (Vitamin  C) 
and  with  lowest  air  content.  Separation  practical¬ 
ly  eliminated. 


VISIT  OUR  EXHIBIT  AT  THE  CONVENTION 

Stevens  Hotel,  CHICAGO,  JANUARY  19-24 

4  You  should,  by  all  means,  attend  the  convention  this  year.  The  canning  in¬ 
dustry  is  facing  responsibilities — and  opportunities  as  well.  The  convention 
will  afford  many  opportunities  for  you  to  learn  how  your  plant  can  help  fulfill 
the  national  demands  and  at  the  same  time  operate  on  a  profitable  basis. 

F.  H.  LANGSENKAMP  CO. 

** Efficiency  in  the  Canning  Plant** 

Indianapolis,  Indiana 


A  Better  Product  At  Re¬ 
duced  Production  Cost 

The  Indiana  E-Z-Adjust 
represents  a  real  investment. 
It  pays  for  itself  quickly  in 
the  extra  advantages  it  af¬ 
fords -saving  time  and  sav¬ 


ing  raw  material — to  say 
nothing  of  its  tremendous 
capacity  and  high  quality 
of  product.  Its  design  and 
^  automatic  adjusting  feature 
$  ate  exclusive.  Two  models 
j  make  it  available  for  prac- 
tically  any  plant. 


HE-MAN  vs.  HEALTH  FOOD  ADVERTISING 


by  "BETTER  PROFITS" 

Special  Correspondent  of  “The  Canning  Trade” 


Research  specialists  command  large  retainer 
fees,  make  merchandising  history  and  still  some¬ 
times  “miss  the  boat"  when  the  most  evident, 
compelling  buying  motive  is  looked  for.  Or  else  they 
feel  they  must  produce  something  out  of  the  ordinary 
in  order  to  maintain  their  position  as  seers  in  industry. 
Maybe  a  canner  is  so  blessed  with  products  possessing 
a  wide  range  of  uses  they  may  be  presented  in  various 
ways  under  varying  guises,  and  by  such  presentation 
appeal  to  a  wide  range  of  prospective  users.  Such  a 
product  is  pineapple  juice  or  any  of  the  large  family 
of  juices.  Sold  today  in  increasing  amounts  yearly 
because  of  their  vitamin  content  and  extreme  palata- 
bility,  they  may  be  presented  tomorrow  as  splendid 
adjuncts  to  a  complete  color  scheme  for  the  formal 
dinner  table.  A  minor  virtue  to  be  sure  but  neverthe¬ 
less,  a  virtue  to  the  housewife  setting  the  unusual 
before  her  guests. 

Glance  through  the  pages  of  any  current  magazine 
and  you  will  be  impressed  at  once  with  the  satisfaction 
with  which  proud  owners  offer  various  foods  to  the 
public  because  of  their  health-giving  properties.  You 
will  almost  think  we  are  a  nation  of  invalids  as  you 
read  of  the  well  being  to  be  experienced  after  a  course 
of  fruit  juices,  gelatine,  yeast,  grape  juice  or  what 
have  you!  Far  be  it  from  me  to  decry  in  the  least 
any  attempt  to  logically  interest  consumers  in  eating 
more  of  this  or  that,  but  I  wonder  sometimes  if  we 
aren’t  all  too  prone  at  times  to  blindly  follow  a  leader 
in  advertising  or  merchandising.  One  cereal  miller 
adds  vitamins  to  his  product,  the  majority  of  large 
mills  follow  suit.  The  members  of  the  evaporated  milk 
association  add  vitamins  to  their  product  and  the 
industry  gets  on  the  bandwagon! 

Starting  last  fall,  continuing  through  the  late  winter 
and  from  time  to  time  as  years  pass,  thousands  of 
young  men  will  join  thousands  of  others  in  acquiring 
sound  rules  of  health.  Soon  the  first  of  these  will 
probably  return  to  civilian  life  and  the  routine  of  jobs, 
marriage,  membership  in  the  local  luncheon  club  and 
so  on.  To  them  and  their  wives,  advertising  addressed 
from  the  health  angle  will  fall  rather  flat  after  their 
first  hand  contact  with  a  health  and  body  building 
program  that  works  wonders.  Soon  advertising  and 
merchandising,  even  of  foods,  will  take  on  a  he-man 
masculine  tinge  and  be  more  widely  read  than  ever 
by  the  class,  constantly  growing,  to  which  I  refer. 

Canners,  if  they  correctly  analyze  the  situation, 
are  entering  the  golden  age  of  opportunity  for 
increased  consumer  demand,  based  on  a  solid  desire 
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of  users  to  continue  their  consumption  of  one  of  the 
finest  of  foods,  those  preserved  in  tin  for  use  at  one’s 
convenience!  No  matter  where  your  plant  is  located 
or  how  small  it  may  be,  your  output  should  be  desired 
by  the  multitude  because  of  its  convenience  first, 
usually  because  of  its  economy,  and  quite  generally 
because  of  its  appetite  appeal.  Here  you  have  three 
basic  appeals  for  sales  that  will  never  grow  old,  that 
will  always  get  their  quota  of  new  users,  and  retain 
their  full  share  of  customers  acquainted  with  them. 

While  considering  your  approach  to  the  proper  pre¬ 
sentation  of  your  goods,  decide  first  on  the  primary 
appeal  you  wish  to  make.  Remember  that  the  appeal 
to  the  economical  side  of  a  buyer’s  nature  is  apt  to 
be  most  potent  except  when  you  are  attempting  to 
reach  only  a  small  part  of  your  public.  For  instance, 
everyone,  figuratively  speaking,  has  money  enough  to 
buy  a  can  of  pork  and  beans  or  three  cans  of  soup, 
but  not  everyone  will  have  money  enough  to  buy  a  can 
of  caviar.  Nor  the  inclination  to  serve  it  if  bought! 
You  may  be  able  to  profitably  dispose  of  a  limited  pack 
of  caviar  to  a  limited  clientele,  but  while  doing  so  you 
will  appeal  to  their  interest  in  the  expensive  and  rare. 
In  order  to  quickly  and  most  profitably  sell  your  pork 
and  beans  and  soups  you  will  stress  economy,  con¬ 
venience  and  lastly,  appetite  appeal. 

The  small  canner,  the  one  with  a  location  away  from 
the  stress  of  big  markets,  will  wonder  where  he  fits  in 
this  picture  of  “Appeals"  to  buyers,  but  a  moment’s 
tl^ought  will  convince  any  that  there  can  be  only  one 
best  approach  to  any  sale.  The  smallest  as  well  as  the 
largest  may  just  as  well  start  on  the  right  road  of 
merchandising  as  to  detour  endlessly  until  by  accident 
they  hit  on  the  correct  approach.  Actually,  the  average 
canner  will  tell  you  he  is  in  business  to  make  a  decent 
living  and  a  little  money  in  order  that  his  family  may 
continue  to  live  in  the  style  to  which  they  have  been 
accustomed,  or  that  they  may  enjoy  more  comforts  and 
privileges  than  his  father’s  family  had  before  them. 
All  this  will  not  happen,  even  by  accident,  unless  the 
production  is  in  demand  by  somebody  or  some 
distributor. 

As  long  as  this  is  the  case,  and  no  one  can  deny  it, 
figure  out  why  your  prospective  customers  will  want 
your  goods,  and  stress  always  the  way  you  meet  your 
customers’  wishes.  If  you  are  located  so  close  to  some 
customer  your  goods  may  be  delivered  to  his  warehouse 
within  a  few  hours  after  an  inexpensive  phone  call 
from  his  office,  do  not  go  into  ecstacies,  when  with  the 
buyer,  over  the  new  label  you  have  ordered  for  the 
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business  you  expect  in  1941.  At  least  not  to  the 
exclusion  of  the  thought  that  by  the  nearness  of  your 
plant  to  his  warehouse  he  may,  as  he  actually  does, 
treat  your  storerooms  as  a  part  of  his  plant.  Get  this 
story  firmly  implanted  in  his  mind  and  competitors 
will  have  a  hard  time  supplanting  your  brands  in  his 
stocks  if  they  are  not  as  conveniently  located  as  you  are. 

If  your  factory  superintendent  has  a  happy  faculty 
of  turning  out  packs  that  are  really  uniform  from  day 
to  day  and  week  to  week,  stress  in  your  contacts  with 
your  customers,  the  reliability  of  your  production. 
This  point  is  especially  valuable  when  dealing  with 
private  label  buyers  who  are  quite  interested  in  uni¬ 
formity  of  product  so  that  they  may  enchance  the 
reputation  of  their  labels.  This  is  almost  impossible 
without  the  close  cooperation  of  suppliers.  If  your 
plant  is  located  in  a  farming  area  noted  for  the  excel¬ 
lence  of  its  agricultural  production,  tie  in  your  opera¬ 
tions  with  this  in  every  way.  Tea  planters  stress  the 
value  of  tea  leaves  grown  on  mountain  heights,  cherry 
canners  should  do  no  less  in  pointing  out  to  all  con¬ 
cerned  that  their  pack  comes  from  a  section  where 
climatic  conditions  are  such  on  the  average  that  the 
peak  of  flavor  and  color  is  reached  in  their  products. 

If  you  have  a  market  genius  in  your  organization, 
if,  over  a  period  he  has  been  well  ahead  of  the  market 
on  Hickory  King  corn  for  hominy  or  beans  for  can¬ 
ning,  if  you  have  machinery  allowing  you  to  adequately 
process  these  and  other  products  for  less  than  the  cost 
to  the  average  canner,  talk  economy  of  buying  when 
your  goods  are  purchased.  Show  conclusively  that 
because  of  these  and  other  factors,  you  are  very  apt 
to  supply  goods  at  prices  lower  than  the  average. 
There,  then,  is  your  reason  why  buyers  should  be 
interested  in  your  goods.  All  these  reasons  why  folks 
will  purchase  your  output  are  reasons  that  may  be 
well  advanced  by  any  canner  and  that  should  be 
advanced  at  every  opportunity. 

If  your  brands  are  well  known  in  a  market,  if  people 
have  grown  to  know  and  like  them,  if  their  past 
quality  has  been  satisfactory  and  uniform,  you  may 
urge  the  saleability  of  your  offerings  and  will  probably 
secure  orders  because  of  the  reasons  given.  If  you  are 
more  fortunate  than  most  in  that  you  have  a  genuine 
merchandising  plan  for  your  goods,  you  can  then 
doubly  stress  the  marketability  of  your  labels  plus  their 
greater  rate  of  turnover  in  jobbers’  hands.  Some  may 
say  they  have  all  the  plusses  mentioned  in  connection 
with  their  goods,  but  I  still  strenuously  suggest  they 
will  do  best  to  select  one  phase  of  their  desirability 
and  hammer  that  home,  time  and  time  again! 

Remember,  there  is  one  best  way  of  doing  a  job, 
there  is  one  best  approach  to  a  sale,  there  is  one  phase 
of  your  sales  program  that  is  of  more  interest  than 
another  to  a  buyer.  Decide  what  this  is,  develop  your 
approach  and  sale  around  it  and  then  do  it  over  and 
over  again  until  you  have  driven  it  home  to  all  con¬ 
cerned.  Such  a  program  for  contact  with  your  broker¬ 
age  organization  will  be  especially  valuable  to  you  in 
1941  and  years  to  come.  Your  sales  and  profits  will 
increase  as  you  work  this  out! 


Call  at  Booth  12  during  the 

National  Canners’  Convention 

JANUARY  20  to  24,  1941 

Get  helpful  information  on  the 
hulling  of  Green  Peas  or  Lima  Beans 
for  canning  or  freezing  purposes. 

Our  line  of  Hulling  Machinery  is 
most  complete.  Attending  repre¬ 
sentatives  devote  all  of  their  time 
to  hulling  problems.  We  do  not 
make  any  other  type  of  machinery 
to  divide  our  efforts. 

May  we  improve  your  pea  or  lima 
bean  pack  for  increased  profits? 


H 


FRANK 

AM ACHE 

MACHINE  CO. 

Green  Pea  Hulling  Specialists 


K 


E  1 1  a  b  1  i  s  h  e  d  1.1 1  0  # 

KEWAUNEE 

WISCONSIN 
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TUNE  UP  ...  . 

GET  YOUR  SALES  HOUSE  IN  ORDER 

By  BOB  WHITE 

Before  lowa-Nebraska  Canners  Association,  Des  Moines,  Iowa, 

November  19,  1940 


BOB  WHITE 


SOME  100  years  ago  the  first  canner  spent  days  trying  to 
sell  his  initial  pack  of  clumsy,  solder  smeared  unlabelled 
cannisters.  And,  he  didn’t  scratch  his  order  book. 

While  very  much  discouraged,  the  story  goes,  he  told  a  sales¬ 
man  of  his  plight.  Presto  .  .  .  dismal,  black  clouds  scattered. 
Joy  and  sunshine  entered  the  heart  of  the  canner.  His  obstacle 
was  defined.  The  problem  solved.  He,  a  canner,  was  a  pro¬ 
duction  man.  He  could  not  be  expected  to  sell.  But,  the 
salesman,  ah  .  .  .  for  a  percentage  ...  he  could  do  the  sales 
job  and  so  it  has  been  unto  this  day. 

True,  quality,  cans,  processing,  have  all  improved.  But  with 
few  exceptions,  the  canner  still  expects  others  to  do  the  sales 
thinking  and  selling.  For  early  canners,  perhaps  it  was  un¬ 
necessary  for  them  to  devote  much  attention  to  selling  functions. 
But  like  the  times  when  the  local  druggist  was  the  only  gaso¬ 
line  merchant,  things  have  changed. 

Formerly  only  the  independent  retail  grocer,  who  was  supplied 
by  one  distributor,  got  mother’s  food  dollars.  But  now,  inde¬ 
pendents,  chains,  supers,  co-ops,  direct  selling  brokers,  direct 
selling  canners,  wagon  men,  department  stores,  cost  book  job¬ 
bers,  and  others  have  every  energy  centered  on  a  share  of  the 
housewife’s  dollars. 

Energetic  canners  welcome  these  changes  as  a  wholesome 
challenge.  They  feel  each  change  is  for  the  best,  and  try  to 
progress  with  each.  However  in  keeping  pace  with  times  .  .  . 
alert  canners  find  they  can  no  longer  just  sit  in  their  offices 
— confirming  or  rejecting,  selling  or  holding — depending  on 
others  to  do  the  sales  planning  and  selling. 

Modern  canners  are  finding  profits  closely  associated  with 
their  knowledge  of  the  territories,  representation,  distribution, 
and  even  to  a  degree,  the  consumers. 

CANNERS  ARE  REALIZING,  MORE  EVERY  DAY,  THAT 
NARROW  PROFIT  MARGINS  CAN  ONLY  BE  GUARDED 
THROUGH  ACCURATE  MARKET  KNOWLEDGE,  SUP- 
POTED  BY  SENSIBLE,  CLOSELY  SUPERVISED,  SALES 
PLANNING. 

Selling  Factors 

I  am  going  to  outline  briefly  some  of  the  factors  which  make 
up  a  modern,  1941,  hard  hitting,  cannery  sales  program. 

This  is  not  the  plan  of  an  economist,  which  is  said  would  be 
“a  plan  to  do  something  with  somebody  else’s  money.” 

This,  gentlemen,  is  an  outline  of  fundamental  sales  building 
factors  .  .  .  that  won’t  cost  you  a  copper  cent.  They  don’t 
even  involve  an  additional  advertising  or  sales  promotion 
appropriation. 

These  factors  only  require — efficient — directed — application  of 
your  present  facilities.  These  factors  are  working  for  others 
.  .  .  they  will  build  profitable  sales  for  you,  because,  they  are 


directed  at  the  point  which  determines  tvhether  you  get  the 
market  value  for  your  offerings,  or  are  chiseled  out  of  nickels 
and  dimes  a  dozen.  These  factors  are  directed  at  the  individual 
agents  who  sell  for  you,  and  the  individual  buyers  they  sell  to. 

Brokers  Human 

I  know  many  canners  feel  they  might  best  sell  through  their 
own  men.  I  agree  this  may  be  the  answer  for  a  few  canners. 
Nevertheless,  I  contend  most  canners  can  sell  their  entire  output 
through  food  brokers — and  get  maximum  returns — if  they  are 
set  up  to  recognize  the  broker  as  an  individual.  And,  if  they 
are  set  up  to  plan  and  direct  a  reasonable,  balanced  selling 
program. 

So,  let’s  bring  the  established  food  broker  in  our  picture, 
starting  by  analyzing  the  human  element. 

There  are  over  1,800  general  line  food  brokers.  There  are 
only  183  trading  areas  in  the  United  States.  This  means  at 
least  ten  brokers  in  each  territory.  In  such  a  group  there  are 
bound  to  be  some  able,  some  ordinary,  in  every  market.  Your 
job  is  to  get  the  most  competent.  If  you  pick  duds,  you  have 
none  but  yourself  to  blame — a  broker  has  no  control  over  your 
selection ! 

As  a  group,  food  brokers  are  substantial  citizens.  Recently, 
a  sales  manager  with  forty  years  broker  selling  experience 
told  me  he  had  been  defrauded  only  once  by  a  broker. 

Here  is  interesting  information  from  a  survey  which  shows 
brokers,  just  as  you  and  I,  have  their  problems,  and  are  just 
as  interested  in  doing  a  job,  as  you  and  I.  Ninety-seven  per 
cent  are  married,  63%  own  their  homes,  71%  have  children. 
Four  thousand,  two  hundred  dollars  is  the  average  annual  gross 
income  for  brokers  as  a  group.  Friends,  this  may  not  sound 
like  much,  but  I  am  sure  earning  $4,200.00  on  214  to  5% 
is  a  job  few  canners  would  relish  .  .  .  especially  after  reviewing 
their  brokerage  payments,  and  broker  treatment! 

One-Man  Survey 

The  first  step  in  revitalizing  your  sales  set  up  is  to  analyze 
your  markets.  Don’t  be  satisfied  with  a  broker’s  advice.  Ap¬ 
proach  each  market  as  though  you  had  never  been  in  it  before. 
Check  against  Thomas  Directory,  and  other  listings.  Make  sure 
no  potentialities  are  overlooked. 

A  word  of  caution.  Be  deliberate.  Every  canner,  in  one 
manner  or  another,  disposes  of  his  annual  pack.  While  it  may 
not  be  the  best  method,  it  is  at  least  a  foundation.  Don’t  wreck 
what  you  have  until  you  develop  something  better. 

You  are  in  business  to  make  a  profit,  not  to  absorb  profit  con¬ 
suming  freight  hauls.  Know  your  trading  limits.  Check  freights 
by  truck,  rail,  barge,  and  all  other  methods  from  your  plant  to 
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THE  MORRAL  CORN  HUSKING  MACHINE 


Patented 

THE  MORRAL  CORN 
HUSKING  MACHINE 


The  Fastest  and  Best  Husker  in  Use 

The  double  husker  is  guiranteed  to  do  good  work  when  operating  at  a  speed  of 
180  ears  per  minute. 

The  illustration  shows  the  Morral  Double  Husker  with  its  celebrated  ear  placing 
and  ear  gauging  device — the  most  positive  ear  placer  and  gauging  device  in  use. 

The  vital  part  of  every  husking  machine  is  its  husking  rolls.  Our  latest  model 
husker  is  equipped  with  all  steel  husking  rolls  which  are  the  strongest  and  most 
durable  rolls  in  use.  The  husking  rolls  on  our  latest  model  husker  are  made 
much  longer  than  other  husking  rolls,  therefore  they  have  greater  husking  capa¬ 
city.  We  are  the  first  to  build  a  husker  with  rubber  husking  rolls  and  have  had  a 
great  deal  of  experience  with  rubber  rolls.  We  will  be  glad  to  equip  our 
huskers  with  rubber  rolls  with  spiral  grooves  and  made  in  sections  like  other 
manufacturers  use  when  ordered. 


Patented 

THE  MORRAL  CORN 
CUTTING  MACHINE 


THE  MORRAL  CORN  CUTTER  either  sinsle  or  double  cut  for  cream 
style  corn. 

THE  MORRAL  CORN  CUTTER  for  either  cream  style  or  whole  grain 
corn.  The  Morral  Corn  Cutter  has  a  positive  feed  and  will  cut  either  the 
bantam  or  large  varieties  of  corn.  It  has  great  capacity  and  has  the  same 
capacity  of  our  Morral  Double  Husker. 


THE  MORRAL  LABELING  MACHINE  is  made  for  all  standard  size 
cans.  The  Morral  Labeling  Machine  is  very  simple  in  construction  and 
is  a  well  built  machine. 

All  of  our  latest  model  machines  have  valuable  improvements 
over  older  models  and  it  will  pay  you  to  see  our  machines  which 
will  be  on  exhibition  in  Booth  No.  1 3  at  the  National  Canners* 
Convention. 


MORRAL  BROTHERS,  MORRAL,  omo 


Bean  Seed  That  Gives  Results 


N.  K.  &  Co.  Strain  of  Stringless  Green  Pod  selected  from  Landreth  strain  is  a 
most  dependable  cropper.  This  strain  has  proven  higher  yielding,  more 'vigorous, 
more  resistant  to  disease,  with  plants  that  produce  and  stand  longer  than  many 
other  strains.  Compare  N.  K. 

&  Co.  strains  to  others  you  have 
used.  You  will  approve  of  N. 

K.  &  Co.  guality. 

Plant  Your  1941  Acreage 
ToN.  K.  &Co.  Bean  Seed 

Rogueing  a  Field  of  N.  K.  &^Co.,  Bean  Seed  in  Idaho 

Wax  Podded  Varieties  Green  Podded  Varieties 

Lima  Beans 


Write  For 
Spot  Prices 


Northrup,  King  &  Co. 

Seed  Growers  and  Merchants  Since  1884 

Minneapolis,  Minn. 


Meet  Us  at 
Booth  205  at  the 
National  Convention 
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the  door  of  each  potential  prospect.  And  .  .  .  get  similar  rates 
from  the  plants  of  likely  competitors  to  your  prospects. 

Break  the  trading  area  up  into  what  you  consider  territories 
necessary  to  give  you  coverage.  In  setting  up  territories  .  .  . 
if  you,  as  do  most  canners,  have  the  urge  to  sell  through  your 
own  salesmen,  select  test  territories  close  to  your  plant.  The 
nearer,  the  better  for  you.  You  can  then  closely  supervise, 
and  observe  personally,  reactions  to  your  selling  plans  and 
administration. 

Once  tentative  territories  are  set  up,  conduct  a  one-man  mar¬ 
ket  investigation.  Consult  all  approachable  members  of  the 
trade  in  each  territory  .  .  .  from  a  cross  section  of  retailers, 
on  up.  Determine  if  jobbers  dominate.  Learn  what  progress 
the  voluntary  and  cooperative  movements  have  made.  Check 
the  status  of  local  and  national  chains.  Find  out  if  super 
markets  are  a  factor.  Don’t  minimize  these  forces.  There  are 
many  markets  in  which  each  of  the  various  methods  £njoy  the 
dominating  position. 

While  conducting  your  independent  survey,  note  what  your 
competitors  are  doing,  learn  who  is  getting  the  business  you 
desire.  Later  this  information  will  play  a  vital  part  in  build¬ 
ing  your  volume  and  protecting  profits. 

Ask  questions  about  brokers,  everywhere!  Your  most  helpful 
information  may  come  when  you  least  expect  it.  There  are 
so  many  reasons,  angles,  intrigues  for  sales  of  canned  foods 
in  this  fast  moving  age — it  behooves  the  live  canner  to  observe 
chance  remarks — they  often  run  deep,  sometimes  leading  to  the 
very  business  you  seek. 

Consult  other  sellers  successful  in  the  markets.  Many  a 
productive  selling  organization  has  been  built  within  a  few 
months  through  friendly  advice  of  others  familiar  with  the 
brokers  and  markets.  Exchange  information  with  others  on 
every  opportunity.  This  check  will  save  you  much  in  time  and 
cash. 

Sales  Tools 

After  analyzing  markets,  you  should  now  get  your  basic 
selling  tools  in  order.  THERE  IS  NO  MORE  EFFECTIVE 
SELLING  AID  THAN  A  REASONABLE  ANALYSIS  OF 
EACH  PROSPECT  YOU  FEEL  YOU  CAN  SELL,  THE 
ITEMS  YOU  BELIEVE  HE  WILL  BUY  .  .  .  AND  YOUR 
REASONS  WHY.  Don’t  expect  the  broker  to  do  this,  it  is 
your  job.  Start  with  your  one-man  survey.  Amplify  on  every 
opportunity  .  .  .  not  with  what  you  would  like  to  sell — only 
with  what  you  feel  you  can  sell.  This  kind  of  analytical  think¬ 
ing  will  go  far  in  building  productivity  and  profits  from  broker 
representation. 

Freights  are  another  item  canners  like  to  pass  the  buck  on. 
A  sad  mistake.  Few  brokers  are  going  to  closely  check  your 
freights.  And  you  can’t  blame  them.  You  will  be  positively 
shocked  with  the  selling  advantage  your  agents  will  enjoy 
...  if  they  are  supplied  with  complete  freight  rates  for  each 
buyer,  on  each  item.  Organize  a  complete  freight  set-up  im¬ 
mediately.  Then  assign  some  one  in  the  plant  to  keep  it  up 
to  date. 

Another  office  routine  neglected  by  far  too  many  of  the 
canning  clan  .  .  .  accurate  postings  for  agents  on  quantities, 
qualities,  items  and  prices.  Don’t  expect  active  sales  reports, 
if  you  don’t  arrange  to  handle  this  detail  as  a  regular  routine. 

Samples  will  save  you  many  a  nickel  and  dime  a  dozen,  if 
properly  presented.  Don’t  just  send  out  so  many  cases  when 
neither  you  nor  the  broker  have  any  serious  ideas  as  to  their 
use.  Create  inexpensive  selling  kits  which  will  hold  a  few  cans 
of  the  item,  an  opener,  paper  cups  and  plates,  and  whatever 
else  is  necessary  to  prove  your  quality.  The  next  time  you  send 
samples,  send  along  this  kit  with  a  list  of  places  you  feel 
the  items  will  sell — telling  why.  Such  directed  sales  planning 
will  minimize  chiseling  .  .  ,  assuring  you  of  intelligent  selling 
support. 

When  you  send  samples,  or  in  other  ways  push  brokers  for 
sales  on  certain  items,  include  a  new  label  book  showing  brands, 
listing  all  sizes  available.  Brokers  can’t  find  those  books  you 
sent  many  moons  ago.  You  can  supply  these  with  little  effort, 
at  almost  no  cost.  Do  it. 

How  can  you  expect  to  arouse  interest  in  your  products  .  .  . 
if  you  don’t  put  pep,  life,  into  your  product’s  story.  Send  sam¬ 
ples  to  the  wife.  Suggest  uses,  tell  reasons  for  value.  This 


one  thought,  for  example,  will  arouse  more  interest  than  all 
the  form  letters  and  Government  bulletins  yet  issued.  Develop 
ways  of  vitalizing  your  product’s  story  for  those  who  sell  for 
you,  and  those  they  sell  to. 

Few  canners  can  do  extensive  advertising.  But,  on  better 
qualities,  all  can  afford  material  which  goes  direct  to  buyers, 
both  distributor  and  retailer.  Confer  with  specialists  in  such 
mediums.  Many  successful  sales  drives  have  been  built  on  co¬ 
operative  newspaper  advertising.  Today  most  newspapers  are 
real  merchandisers.  See  what  ideas  they  have.  Experiment. 
You  may  find  you  can  get  far  more  net  return  from  closely 
directed  advertising  dollars  than  the  biggest  advertisers  ever 
hope  to  realize.  Experiment. 

Success  stories,  by  broker,  distributor,  retailer,  consumer  .  .  . 
actual  stories  which  tell  where  your  products  produced  satis¬ 
faction  and  profit  .  .  .  are  one  of  the  most  potent  sales  tools 
at  the  disposal  of  the  small  canner.  Develop,  keep  current, 
success  stories  you  can  tell  in  each  market.  Keep  this  tool 
sharp,  it  can  serve  you  well. 

Picking  Your  Brokers 

With  your  initial  market  survey  completed,  and  sales  equip¬ 
ment  in  order,  return  to  the  territories  to  select  representation 
and  make  initial  coverage  of  the  trade  with  the  appointed 
broker. 

In  discussing  sales  possibilities  with  each  prospective  broker, 
define  territories  in  terms .  of  buyers,  not  political  boundaries. 
You  might  do  well  to  develop  an  application  form  which  covers 
factors  of  special  importance  to  you.  Use  a  section  to  list 
prospects  covered  by  the  broker,  with  his  promises  for  business. 
Later,  when  you  have  the  territory  in  operation,  you  will  be 
surprised  what  a  potent  sales  stimulant  this  can  be — if  you  are 
doing  your  part. 

Check  whether  the  broker  calls  on  all  buyers,  or  depends  on 
a  few.  Check  accurately  the  type  of  accounts  the  broker  con¬ 
tacts  most  frequently.  This  is  the  important  key  to  determining 
the  qualifications  of  a  broker. 

Does  the  broker  have  conflicting  accounts?  Chances  are,  if 
he  does,  once  he  does  well  with  your  line,  you  will  soon  find  him 
adding  lines  in  conflict  to  yours.  Incidentally,  this  is  your 
tip  of  a  price  broker.  Find  one  with  a  multitude  of  conflicting 
lines  .  .  .  rest  assured  he  will  grind  every  possible  cent  out 
of  your  prices. 

I  am  not  entirely  condemning  price  brokers — if  one  does  not 
have  too  many.  Sometimes  they  come  in  handy.  If  you  have 
low  grades,  or  odd  lots,  grade  them  up,  give  them  to  your  price 
broker.  You  are  apt  to  get  a  better  net  than  you  would  with 
brokers  who  feature  quality  and  service! 

Another  checking  point,  especially  with  better  brokers,  is 
the  broker  occupied  with  a  few  leading,  profitable  accounts, 
or  does  he  have  time  for  yours?  Many  of  the  most  properous 
brokers  just  do  not  have  time  for  additional  lines.  A  packer 
appoints  them,  then  starts  his  damning  for  lack  of  response 
.  .  .  when  actually  he  is  in  error  because  of  limited  investigation. 

Does  the  broker  have  buyer  acceptance  with  the  trade  you 
desire  to  sell.  You  wouldn’t  expect  a  broker  specializing  on 
super  market  accounts,  to  rate  too  well  with  old  line  jobbers. 
Yet  such  appointments  are  made.  Make  the  most  of  your 
initial  market  analysis  and  survey  .  .  .  checking  if  the  broker 
can  give  you  the  “in”  where  you  most  want  it. 

Early  Training 

Recently  a  major  meat  packer  appointed  a  broker  with  a 
mediocre  reputation.  Others  in  the  market  made  light  of  the 
selection  .  .  .  until  90  days  passed:  then  they  realized  the 
broker  was  moving  carloads  per  month  in  the  market,  where 
formerly  only  occasional  stop  shipments  were  made.  The  reason. 
The  broker  had  at  one  time  had  wide  experience  with  the 
Cudahy  line  of  canned  meats  .  .  .  the  new  line  was  easy  for 
him.  Always  investigate — seldom  will  you  go  wrong  in  selecting 
a  broker  who  early  in  his  career  has  had  experience  with  your 
type  of  products. 

A  canner  with  volume  items  introduced  a  “hot”  specialty. 
To  his  surprise  his  most  productive  broker  failed  to  produce 
in  proportion  to  others.  He  specialized  in  car  items,  and  would 
not  take  the  time  for  detail  work,  warehouse  records,  and 
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services  necessary  to  sell  specialties.  Always  be  sure  the 
prospective  broker  can  render  the  service  you  require. 

While  most  brokers  are  responsible,  before  appointment, 
individual  responsibility  should  be  checked.  All  of  us  can  recall 
markets  where  come  canners  are  actually  ostracized  because 
of  careless  selection  of  a  conniving  broker.  Insist  on  respon¬ 
sibility. 

Check  and  recheck  your  selection.  By  this  I  do  not  mean 
changing  from  one  broker  to  another.  Such  only  breeds  irri¬ 
tation  and  resentment.  I  mean,  compare  actual  performance 
with  promises  for  action  by  the  broker,  and  your  analysis  of 
market  potentialities.  When  performance  does  not  equal  expec¬ 
tations  .  .  .  your  job  is  to  find  out  why.  Then  do  what  it  takes 
to  sell,  or  frankly  admit  you  are  out  of  the  picture.  This  type 
checking  pays  profits. 

Training  Never  Ceases 

Some  of  the  nation’s  most  prominent  sales  executives,  last 
week  at  the  Sales  Congress,  sponsored  by  the  Chicago  Sales 
Executives  Club,  emphasized  the  vital  importance  of  perpetual 
sales  training.  Get  with  a  group  of  canners.  Invariably  sales 
training  is  never  given  the  slightest  weight.  Canners  are  too 
inclined  to  feel  the  occasional  bulletin  will  do  the  job.  This 
shortcoming,  in  the  minds  of  many  marketing  executives,  is  a 
conspicuous  reason  why  canners,  as  sellers,  have  not  advanced 
appreciably  in  100  years.  Training  should  never  cease! 

PROBABLY  THE  MOST  VIVID  METHOD  OF  SALES 
TRAINING  WITH  THE  FOOD  BROKER,  IS  FOR  YOU  TO 
ACTUALLY  PROVE  PROFITS  WITH  THE  BROKER 
THROUGH  ACTUAL  ORDERS  OBTAINED  AT  THE  PRICE 
AND  WITH  THE  MERCHANDISING  IDEAS  YOU  PREACH. 
If  you  can  do  this,  you  will  find  your  brokers  giving  you  maxi¬ 
mum  sales  support  for  every  dollar  brokerage. 

Informative  bulletins  play  a  part.  They  should  be  used  on 
every  newsworthy  opportunity.  Make  them  brief,  to  the  point. 
Make  them  dramatic.  Tersely  tell  of  plant  operations,  progress 
of  crops,  unusual  growing  weather.  When  you  have  a  pest 
plague,  bottle  a  few  so  the  agents  will  know  what  they  look 
like.  Use  pictures,  sketches,  charts,  drawings.  A  variety  of 
timely,  dramatized  bulletins  will  be  read,  will  prove  instructive, 
educational. 

Another  educational  angle  seldom  capitalized  on  by  canners 
is  trips  to  the  plant.  If  brokers  or  buyers  show  signs  of  inter¬ 
est  in  your  plant  during  packing  season.  Pay  their  expenses. 
Have  them  bring  their  families.  Point  out  features  which  will 
add  to  their  selling  knowledge.  You  may  be  surprised  the  loy¬ 
alty  this  inexpensive  gesture  will  build  for  you,  the  nickels 
and  dimes  a  dozen  this  may  save  for  you. 

Don’t  make  this  year’s  convention  just  a  social  affair.  Go 
to  it  to  establish  one  sales  purpose.  Dramatize  it.  Use  signs. 
Cut  samples.  Prove  with  pictures,  displays,  testimonials.  Rest 
assured,  if  you  do  this,  you  will  be  one  of  the  few  accomplishing 
tangible  convention  results.  Confirm  promises  immediately  upon 
returning  home.  Better  still,  use  a  dictaphone.  Put  promises 
on  the  cylinder  while  thoughts  are  fresh.  Follow  up  for  the 
action  two  weeks  later.  Let  your  agents  and  buyers  know 
you  are  on  the  job,  and  anticipate  action. 

A  precaution:  In  broker  sales  training,  do  not  mention,  “train¬ 
ing  in  salesmanship.”  Most  brokers  are  excellent  salesmen, 
and  are  making  good  livings  at  it.  Emphasize  factors  of  selling 
your  products,  but  never  indicate  you  are  trying  to  teach  them 
selling ! 

Sales  Promotion 

Sales  training  and  sales  promotion  go  hand  in  hand.  And 
at  the  top  of  the  list  goes  efficient  handling  of  detail.  If  you 
want  to  swindle  your  own  profits,  and  kill  all  broker  and  buyer 
interest  .  .  .  muddle  simple  transaction  details.  This  failing  is 
the  number  one  enemy  of  too  many  canners.  Such  involves  only 
office  routine.  If  present  help  cannot  keep  records  accurately 
.  .  .  pay  for  help  that  can — the  most  constructive  promotion 
effort  many  canners  could  make. 

Emphasize  net  earnings.  Few  brokers  realize  their  actual 
net  profit  from  efficient  accounts.  Sell  brokers  this  thought 
on  your  line.  They  will  work  harder  for  you.  But,  if  you 
find  your  account  is  not  worthwhile,  drop  the  broker  and  con¬ 
centrate  in  more  profitable  markets. 


The  next  time  you  are  asked  to  knock  off  a  nickel  or  dime 
a  dozen,  if  quality  is  worthwhile,  investigate  the  situation  per¬ 
sonally.  Prove  to  your  agents  you  will  do  what  is  right  .  .  . 
but  you  won’t  meet  markets  that  don’t  exist,  or  meet  quality 
which  is  not  equal.  If  you  show  you  mean  business,  when 
you  get  accurate  information,  you  will  be  surprised  at  the 
nickels,  dimes  a  dozen  it  will  save  you.  For  a  constructive 
sales  job,  try  meeting  competition  squarely,  not  with  fantastic 
stories  that  even  your  eight-year-old  son  wouldn’t  believe. 

News  is  only  news  for  minutes.  The  trade  soon  learns  of 
developments.  Become  the  headquarters  for  prompt  market  in¬ 
formation  on  your  products.  It  will  give  you  an  inside  on 
much  business  you  might  otherwise  completely  miss.  Use  phone 
or  telegraph  on  every  important  selling  change.  When  you 
have  real  news,  make  the  wires  hum.  Trial  for  six  weeks 
will  prove  it  pays. 

Worthwhile  contests,  and  other  extra  incentive  plans,  prove 
profitable  every  time  they  are  well  conceived.  Instead  of  sub¬ 
sidizing  the  banker  and  the  warehouse,  spend  the  money  on 
your  brokers,  proving  they  can  sell  what  they  have  claimed  you 
were  stuck  with.  They  will  do  the  job  if  you  make  the  ante 
interesting.  When  the  going  is  tough,  a  loyal  active  sales 
force  will  keep  you  in  business  far  longer  than  the  banker 
and  the  warehouse.  Save  interest  and  storage — spend  and 
build  with  extra  incentives. 

Follow-up  of  selling  opportunities,  promises,  claims,  can  be 
handled  as  routine  office  detail  by  any  competent  stenographer. 
Don’t  be  without  adequate  follow-up.  It  is  the  only  sure  way 
to  keep  alive  all  transactions  of  consequences  ...  a  vital  function 
in  profit  control. 

Individualize 

Our  wind-up  factor,  re-emphasize  the  individual.  For,  again, 
it  is  the  individual  that  sells  for  you,  and  the  individual  he  sells 
to,  who  determine  your  ultimate  prosperity.  Consequently,  too 
much  emphasis  cannot  be  placed  on  developing  each  as  a  per¬ 
sonal  friend.  Friends  seldom  knowingly  mislead  friends.  If 
you  want  to  protect  your  profit  margins  .  .  .  cultivate  on  every 
opportunity,  as  friends,  those  who  represent  you  and  those 
to  whom  they  sell. 

Don’t  overlook  the  family.  In  so  many  instances,  the  young 
sons,  the  wife  or  daughters,  can  keep  your  products  before 
those  who  can  do  you  the  most  good.  Cultivate  the  family  on 
every  opportunity. 

A  certain  mid-west  broker  sells  about  95%  of  the  mackerel 
in  his  market  for  a  small  packer.  The  big  operators  have  tried 
to  get  him.  But,  try  as  they  may,  they  cannot  offset  the 
$100.00  the  small  packer  advanced  the  broker,  without  being 
asked,  during  a  trying  period  years  ago.  There  are  many 
problems  which  come  up  in  the  lives  of  brokers  and  buyers, 
where  you  can  be  a  real  friend,  if  you  look  for  the  opportunities. 
Such  sincere  cooperation  is  rarely  forgotten. 

When  a  broker  sells,  or  a  buyer  tells  you  how  to  move  several 
thousand  cases  of  a  dead  item,  show  appreciation.  Not  with  a 
letter  and  a  stamp,  but  with  tangible  evidence  ...  a  good  chair 
for  the  home,  a  modern  lamp  for  the  office,  anything  befitting. 
People  respond  to  recognition.  Brokers  are  no  exception.  Cash 
in  on  this  human  element. 

An  Indiana  broker  sells  carloads  of  New  Jersey  tomato  juice. 
The  broker  understands  merchandising.  His  New  Jersey  canner 
respects  his  knowledge  and  consults  the  broker  regularly.  The 
Indiana  boys  have  the  lowest  price,  but  they  can’t  beat  the 
merchandising.  Consult  your  brokers  regularly.  They  will 
advance  many  sales  ideas  which  may  save  those  nickels  and 
dimes  a  dozen. 

Slow  brokerage  payment  can  strain  the  most  friendly  rela¬ 
tions,  and  certainly  discourage  sales.  If  one  must  be  slow,  be 
open  about  it.  But,  do  your  best  to  get  the  checks  out  on 
time,  or  ahead  of  time.  Use  your  brokerage  remittance  oppor¬ 
tunities  to  build  friends,  to  establish  the  value  of  your  line. 

Finally,  again  the  individual.  Never  forget  those  who  sell 
for  you,  and  those  they  sell  to,  are  actually  partners  in  your 
business.  You  all  aim  to  earn  profits  through  the  turnover  of 
merchandise.  So  cultivate,  encourage,  constructively  direct  the 
partners  .  .  .  remembering  the  golden  rule  .  .  .  “do  unto  men 
as  you  would  have  them  do  unto  you!”  Do  this  .  .  .  and  you 
can’t  help  but  modernize  your  sales  position. 
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THIRTY-FOUR 
YEARS  AGO 

THE  NATIONAL 
KRAUT  PACKERS 
ASSOCIATION 

Came  Into  Industrial  Life 

★  Has  faithfully  served  the  Kraut  Indus¬ 
try  and  the  consuming  public — 

★  Has  contributed  towards  a  healthier 
nation — 

★  Is  instantly  regarded  the  Leading  Or¬ 
ganization  on  all  matters  within  its 
Industry — 

★  Stands  ready  to  reasonably  cooperate 
with  all. 

★  Now  working  on  Vitamin-Fermenta¬ 
tion-Quality  Research  with  State  Uni¬ 
versities,  Agricultural  Experiment 
Stations — and  is  sending  out  thousands 
of  recipe  booklets  annually. 

OFFICERS  OF  THE  NATIONAL  KRAUT 
PACKERS  ASSOCIATION 

L.  P.  FLANIGAN,  Geneva,  N.  Y.,  President 

ALDEN  SMITH,  Shiocton,  Wis.,  Vice-Presidetu 

ROY  IRONS,  Clyde,  Ohio,  Secretary -Treasurer 

TRUSTEES 

A.  E.  Slessman,  Fremont,  Ohio 

Martin  Meeter,  Lansing,  Ill. 

John  Stroup,  Phelps,  N.  Y. 

A.  A.  Huppert,  Franksville,  Wis. 

H.  G.  Pressing,  Norwalk,  Ohio 


OUR  CONVENTION 
LOCATION 
HOTEL  STEVENS 
833A  -  834A 

OVER  18  YEARS’  EXPERIENCE 
serving  canners  and  packers 


Operations  in  the  canning  industry  are  of  necessity  sea¬ 
sonal.  Heavy  inventories  must  be  accumulated  for 
disposal  as  markets,  prices  and  contracts  dictate. 

A  most  favored  method  of  financing  is  Field  Ware¬ 
housing  by  Douglas-Guardian.  Among  its  many 
advantages: 

Money  quickly'available  when  needed. 
Larger  line  of  credit;  favorable  terms. 
Lower  hauling,  handling,  shipping  costs. 

Booklet  gladly  mailed  FREE.  Full  details  fur¬ 
nished— on  request.  "See  you  at  the  show." 


Douglas- ^Guardian 
WaiBhouse  Corpoiation 


Nation-Wide  Field  Warehousing  Service 

Suite  1104,  102  W.  Monroe  St.,  118  No.  Front  St.. 

CHICAGO.  ILLINOIS  NEW  ORLEANS,  LA. 

Easton,  Md.  Dallas,  Tex.  Tampa,  Fla.  Portland,  Ore.  New  York,  N.  Y. 
Memphis,  Tenn.  Los  Angeles,  Cal.  Rochester,  N.  Y.  Atlanta,  Ga. 
San  Francisco,  Cal.  Cleveland.  O.  Springfield,  Mass.  Springfield,  Mo. 
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GRAMS  of  INTEREST 


CORN  CANNERS  MEETING  JANUARY  21 

The  annual  meeting  of  the  Corn  Can- 
ners  Service  Bureau  will  be  held  at  4:00 
P.  M.  in  the  South  Ballroom  of  the 
Stevens  Hotel  on  Tuesday,  January  21st, 
according  to  word  from  Secretary- 
Treasurer  Wilbur  G.  Carlson.  At  this 
meeting  officers  will  be  elected  and 
trustee  from  each  State  appointed. 

WHOLE -CRAIN  CORN  IN  MOTION 
PICTURE  (IN  COLOR)  TO  BE  SHOWN  AT 
CHICAGO 

For  the  first  time  in  history,  a  full- 
length  motion  picture — in  color  and  with 
sound — will  be  shown  in  Machinery  Hall 
at  the  Chicago  Canners’  Convention, 
January  20-24,  1941,  whenever  the  Exhi¬ 
bition  Hall  is  open.  Under  the  title 
“Building  An  Industry,”  40  whole-grain 
corn  canning  factories  will  be  shown  in 
operation.  Over  1,000  cannery  operatives 
are  included  in  this  picture,  which  em¬ 
braces  late-type  procedures  in  all  steps, 
“from  the  field  to  the  filler,”  in  the  pack¬ 
ing  of  whole-grain  corn. 

In  the  announcement  of  this  unusual 
event  by  The  United  Company,  manu¬ 
facturers  of  TUC  Corn-Canning  Equip¬ 
ment,  it  is  stated  that  the  picture  is  made 
possible  by  the  cooperation  of  110  canner- 
executives,  the  owners  of  75  corn  can¬ 
neries  and  representing  more  than  150 
brands.  The  making  of  the  picture  re¬ 
quired  the  full  time  of  an  operating  crew 
during  the  entire  1940  corn-canning  sea¬ 
son,  and,  at  times,  as  much  as  45,000 
watts  of  auxiliary  lighting  was  provided 
to  supplement  the  daylight  for  the  tak¬ 
ing  of  color  pictures  of  the  running  of 
complete  departments  in  these  factories. 

Concurrently,  and  at  the  same  place, 
the  Ninth  Annual  TUC  National  Whole- 
Kernel  Corn  Cutting  Bee  embracing  118 
commercial  packs  from  17  States,  fur¬ 
nished  by  the  producers  will  be  held.  It 
is  stated  that  the  participating  canners 
packed  90%  of  all  whole-grain  corn 
canned  in  the  United  States  in  1940.  As 
before,  the  labeled  cans  and  histories  of 
the  respective  packs  will  be  exhibited  in 
all  cases. 

Both  of  these  events  will  provide  an 
unusual  opportunity  for  sales  and  oper¬ 
ating  managers  of  canning  firms  and  for 
buyers  and  brokers  to  obtain  a  tremen¬ 
dous  amount  of  valuable  information 
quickly. 

RALPH  KEMP 

Ralph  Kemp,  49-year-old  President  of 
the  Kemp  Brothers  Packing  Company, 
Frankfort,  Indiana,  died  suddenly  on 
Thursday  morning,  January  2nd,  of  a 
cerebral  hemorrhage.  Services  were  con¬ 
ducted  privately  on  that  same  day.  Mr. 
Kemp  had  spent  practically  his  entire 
life  in  the  canning  business  and  had 
many  friends  throughout  the  industry. 


DINNER-DANCE  RESERVATIONS 

Those  of  you  who  plan  to  attend  the 
big  Dinner  Dance  on  Wednesday  evening, 
January  22nd,  which  is  the  feature 
attraction  of  the  Convention,  are  advised 
to  make  your  reservations  at  the  earliest 
possible  time  since  all  indications  point 
to  a  sell-out  early,  and  the  Committee  is 
anxious  to  care  for  all  requests  in  the 
most  equitable  manner  possible.  Reserva¬ 
tions  may  be  made  with  Herbert  A. 
Bengston,  Chairman  of  the  Committee, 
A.  W.  Pinger  Company,  Minneapolis,  or 
with  Sherlock  McKewen,  Continental  Can 
Company,  Chicago. 


LA  PORTE  MAT  &  MANUFACTURING 
COMPANY 

While  not  exhibitors  the  La  Porte 
flexible  steel  conveyor  belting  has  long 
made  its  mark  with  the  canning  industry. 
This  low  cost,  long  wearing  belting  has 
met  just  about  every  processing  require¬ 
ment  of  the  canner,  being  used  on  grad¬ 
ing,  sorting,  picking,  and  peeling  tables, 
also  on  scalders,  washers,  cookers,  ex¬ 
hausters  and  other  conveying  operations. 


It  is  made  in  such  a  way  that  all  weav¬ 
ing,  creeping  and  jumping  is  eliminated. 
It  is  easy  to  install,  easy  to  sterilize  with 
steam  or  scalding  water,  and  easily  re¬ 
paired  at  a  minimum  of  cost.  It  is 
available  in  monel  metal  or  galvanized 
steel  in  any  length  and  practically  any 
width,  and  is  handled  by  most  supply 
houses  who  have  exhibits  and  who  will 
be  glad  to  advise  you  of  its  exceptional 
merits.  You  have  only  to  look  at  the 
edge  to  know  that  it’s  La  Porte.  Ask 
them  to  show  you  why. 

CEO.  W.  GODDARD  COMPANY  MOVES 

The  growth  and  development  of  this 
canning  machinery  and  supply  house 
made  necessary  the  need  of  more  space. 
The  building  is  located  in  the  center  of 
Ogden’s  wholesale  district,  providing  for 
enlarged  office  and  show  room  space  and 
increased  storage  facilities. 

Associated  and  working  with  the 
Goddard  Company  is  the  largest  local 
foundry  and  machine  shop  where  crates, 
retorts,  all  type  of  metal  tanks,  and  other 
canning  equipment  are  made. 

Ogden  City,  the  home  of  the  first  can¬ 
ning  plants  in  that  section,  is  ideally 
located — often  spoken  of  as  the  “Indus¬ 
trial  Heart  of  the  Rocky  Mountain 
States.”  The  Goddard  Company  acts  as 
sales  agents  for  many  of  the  largest 
manufacturers  of  food  machinery  and 
supplies.  George  W.  Goddard,  President 
and  Manager,  has  been  active  for  the 
past  thirty  years  in  the  canning  trade  of 
the  intermountain  district  and  has  been 
a  factor  in  the  development  of  this  in¬ 
dustry.  Mr.  Goddard  was  one  of  the 
first  members  of  the  Salt  Lake  City 
Rotary  Club,  was  a  charter  member  and 
assisted  in  the  organization  of  the  Ogden 
Rotary  Club.  He  aided  in  the  organiza¬ 
tion  of  the  Ogden  Council  of  Boy  Scouts 
and  served  as  its  first  President,  serving 
for  two  terms.  Mr.  Goddard  also  is  a 
member  of  the  Old  Guard. 

The  territory  covered  by  The  Geo.  W. 
Goddard  Co.  includes  Utah,  Colorado, 
Montana,  Wyoming  and  Idaho. 
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WUL  Re  Recidif, 

WHEN  THE  WHISTLE  BLOWS 

If  you  want  top  production  at  a  minimum  cost  to  pack 

See  us  at  the  Convention 

Booth  No.  24 

See  the  Hydraulic  Elevating,  Blanching,  Conveying  and 
Washing  Equipment  that  is  producing  results. 

THE  SCOTT  VINER  COMPANY 

COLUMBUS,  OHIO 

Manufacturers:  Scott  Improved  Viners,  Viner  Feeders,  Beet  Harvesters,  Toppers  and  Cutters 
and  Hydraulic  Handling  Equipment  for  the  preparation  of  Foods  for  Canning  or  Freezing. 


S^fieciaiuii 

FIELD  and  METROPOLITAN  WAREHOUSING 

of  Canned  Foods 

QjcuuteM. 

TERMINAL  WAREHOUSE  COMPANY 


FOUNDED  1894 


BALTIMORE,  MARYLAND 


RESOURCES  $750,000 


(  Del-Mar-Va  Office:  Easton,  Md. — William  S.  Willis,  Manager  ) 
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UNITED  BUYERS  HOLD  “OPEN  HOUSE” 

The  year  1941  marks  the  Tenth  Birth¬ 
day  of  United  Buyers  Corporation,  and 
the  company,  and  its  customers,  and 
selling  principals  will  celebrate  the 
occasion  with  all-day  sessions  and  an 
evening  banquet  at  the  Chicago  Towers 
Club  on  Saturday,  January  18th.  The 
activities  will  be  continued  on  Sunday, 
January  19th,  at  an  Open  House  to  be 
held  in  the  U.  B.  C.  Merchandise  Mart 
Offices. 

A  full  program  of  important  and 
timely  grocery  topics  has  been  scheduled 
for  the  Saturday  sessions  with  special 
emphasis  laid  upon  the  continued  growth 
of  the  U.  B.  C.  CONTROLLED  LABEL 
PROGRAM. 

The  TENTH  BIRTHDAY  PARTY  on 
Saturday  night  will  be  a  gala  affair 
with  a  record  attendance  of  industry 
leaders,  jobbers  and  manufacturers’ 
representatives.  The  Open  House  at  the 
U.  B.  C.  Offices  on  Sunday  will  provide 
an  opportunity  for  personal  discussion 
between  jobbers  and  manufacturers 
before  the  start  of  wholesaler  and  can- 
ner  meetings  on  Monday.  “Sunday  Open 
House”  has  become  a  regular  feature  of 
all  U.  B.  C.  annual  and  semi-annual 
meetings  and  has  received  the  hearty 
approval  of  jobbers  and  manufacturers 
alike. 


HAMILTON  KETTLE  WORKS  COMPANY 

While  Hamilton  Kettle  Works  Com¬ 
pany,  located  at  Hamilton,  Ohio,  will  not 
exhibit  at  the  Convention  this  firm  has 
manufactured  dependable  kettles  and 
coils  for  canners  for  more  than  66  years, 
and  is  nationally  known  for  the  quality 
of  materials  used  in  the  construction  and 
for  the  performance  of  its  equipment. 
The  kettles  are  made  in  stainless  steel, 
pure  nickel,  monel  metal  and  copper,  in 
all  styles  and  in  any  size  desired.  Can¬ 
ners  will  do  well  to  investigate  this 
equipment  for  a  firm  with  such  long 
experience  is  certainly  prepared  to  supply 
thoroughly  dependable  equipment. 


THE  SIMPSON  &  DOELLER  COMPANY 

Are  not  among  the  exhibitors  this  year, 
but  they  print  labels  for  so  many  canners 
and  buyers,  in  every  section  of  the 
country  and  have  been  doing  so  for  so 
many  years,  that  their  suite  of  rooms  in 
the  Stevens  Hotel  may  be  expected  to 
take  on  the  appearance  of  a  Canners’ 
Convention.  Users  know  and  new  cus¬ 
tomers  would  learn  to  their  advantage 
that  this  house  is  an  expert  in  general 
color  printing,  and  knows  the  canned 
foods  game  down  to  the  last  period. 

Their  popular  and  well-known  repre¬ 
sentatives  will  be  on  hand  to  greet  you 
including  Harry  R.  Buck;  Harry  M. 
Kronau,  Jr.;  Harry  Doeller  and  Wm.  J. 
Lady. 


EXCHANGE  SPECIAL 

Under  special  arrangements  made  with 
the  Baltimore  and  Ohio  Railroad,  a  de 
luxe  streamlined  train  has  been  char¬ 
tered  which  will  include:  Diesel-electric 
locomotive  for  a  smoother,  quiet  ride, 
ultra  modern  Pullman  sleeping  cars  and 
first-class  individual  seat  coaches  plus 
observation  solarium  car  and  club  lounge 
car. 

The  handsome  type  Colonial  Dining 
Car  will  be  stocked  with  an  abundance 
of  good  things  and,  of  course,  the  B.  &  O. 
will  serve  their  famous  meals  enroute. 

The  train  will  depart  from  Baltimore, 
Camden  Station  at  5:20  P.  M.,  Saturday, 
January  18th,  arriving  Chicago  (Grand 
Central  Station)  9:00  A.  M.,  January 
19th. 

A  merry  time  is  planned  in  the  club 
car,  with  complimentary  refreshments  to 
be  served  in  the  evening  as  a  special 
treat  of  the  Hospitality  Committee. 

This  same  “Special”  will  be  set  up  for 
the  return  trip  at  the  close  of  the  Chi¬ 
cago  convention,  leaving  Grand  Central 
Station,  January  24,  making  such  stops 
as  may  be  desired  by  members  of  the 
party,  and  arrive  in  Baltimore,  January 
25,  1941.  Our  party  will  likewise  be 
accompanied  by  Mr.  William  P.  Cox, 
Representative  of  the  B.  &  O.,  who  will 
look  after  all  travel  details  and  remain 
in  Chicago  during  the  convention  espe¬ 
cially  to  take  care  of  the  return  trans¬ 
portation  arrangements. 


Round-Trip  Rail  Fares: 

N.  Y. 

Phila. 

Wilm. 

First-Class  (Note  A) . 

$49.05 

$44.70 

$44.70 

Special  First-Class  (Note 
B)  . 

44.15 

40.26 

40.25 

.  .le-Way  Pullman  Rates : 
Upper  Berth  . 

$  4.35 

$  4.00 

$  4.00 

Lower  Berth  . 

6.30 

5.80 

5.80 

Bedroom  (1  person) . 

11.35 

10.40 

10.40 

Bedroom  (2  persons, 
each)  . 

6.30 

6.80 

5.80 

Compartment  (2  persons, 
each)  . 

8.95 

8.15 

8.16 

Compartment  (3  persons, 
each)  . 

6.95 

5.46 

5.45 

Drawingroom  (2  persons, 
each)  . 

11.05 

10.50 

10.60 

DrawinKroom  (3  persons, 
each)  . 

7.36 

7.00 

7.00 

Round-Trip  Rail  Fares : 

Balto.  Washn.  Mtsbg. 
(Silvr.  SpB.) 

First-Class  (Note  A) . 

$42.45 

$42.45 

$38.85 

Special  First-Class  (Note 
B)  . 

38.20 

38.20 

34.95 

One-Way  Pullman  Rates : 


Upper  Berth  . 

$  4.00 

$  4.00 

$  3.60 

Lower  Berth  . 

5.80 

5.80 

5.25 

Bedroom  (1  person) . 

Bedroom  (2  persons. 

10.40 

10.40 

9.45 

each)  . 

Compartment  (2  persons. 

6.80 

6.80 

5.25 

each)  . 

Compartment  (3  persons. 

8.16 

8.15 

7.36 

each)  . 

DrawinKroom  (2  persons. 

6.45 

5.45 

4.90 

each)  . 

DrawinKroom  (3  persons. 

10.50 

10.60 

9.45 

each)  . 

7.00 

7.00 

6.30 

NOTE  A — These  fares  are  honored  in  connection 
with  any  class  of  travel. 

NOTE  B — These  fares  are  restricted  to  upper 
berth  travel  only. 

The  Hospitality  Committee  in  charge: 
Harold  O.  Berryman,  James  F.  Cole,  S. 
Carle  Cooling,  Harry  Doeller,  John  Eyre, 
Herman  Gamse,  Hubbard  H.  Howry, 
Harry  Miller,  George  C.  Sauter,  Frank 
Small,  Hampton  Steele,  Robert  A. 
Sindall. 


YOUNG  GUARD  SPECIAL 

The  Young  Guard  is  again  sponsoring 
a  special  train  via  the  Peinnsylvania 
Railroad  to  the  National  Canners  Con¬ 
vention.  This  streamlined  train  will  be 
equipped  with  the  latest  type  Pullman 
and  dining  cars. 

Among  the  main  features  available 
will  be  a  special  dinner  which  will  be 
served  in  the  diner  and  the  Get-Together 
Car  in  which  refreshments  will  be  served 
during  the  course  of  the  evening. 

The  Committee  is  endeavoring  to  make 
this  pilgrimage  to  Chicago  as  pleasant 
as  possible,  and  has  suggested  the  prep¬ 
aration  of  a  printed  passenger  list  on 
which  will  appear  the  names  of  all 
guests. 

The  special  will  leave  Baltimore, 
Penna.  Station  at  5.20  P.  M.,  Jan.  18, 
stopping  at  New  Freedom,  Pa.,  at  6.20 
P.  M.,  York,  Pa.,  at  6.53  P.  M.,  Harris¬ 
burg,  Pa.,  at  7.38  P.  M.,  Altoona,  Pa.,  at 
10.04  P.  M.,  and  arriving  in  Chicago, 
Illinois,  at  8.10  A.  M.,  January  19. 
Guests  may  remain  in  cars  until  8.30 
A.  M. 

The  railroad  fare,  Baltimore  to  Chi¬ 
cago  and  return  is  $42.45,  good  for  sixty 
days.  Pullman  charges  in  each  direction 
are:  lower  berth,  $5.80;  roomette  $8.10; 
bedroom  for  one  $10.40;  bedroom  for  two 
$11.55;  compartment  for  one  $11.55; 
compartment  for  two  $16.30;  drawing¬ 
room  for  two  or  more  $21.00. 

The  committee  in  charge  is:  Robert  L. 
Eirich,  Chairman;  Stran  Summers,  Bill 
Free,  Paul  Lawyer,  Bob  Schenkel,  Allen 
Wareheim,  Earl  Burns,  Wells  Russell, 
John  W.  Pontier,  Bill  Smith,  Bob  Mairs, 
Ray  Taylor,  Gus  Echert. 


BROKERS’  SPECIAL  TRAIN 

The  National  Food  Brokers  Associa¬ 
tion’s  meetings  at  the  J anuary  Convention 
are  scheduled  to  begin  on  Saturday, 
January  18th,  so  that  it  will  be  necessary 
for  the  brokers  to  leave  for  the  Conven¬ 
tion  earlier  than  the  canners.  Food 
brokers  from  Philadelphia  plan  a  special 
train  leaving  from  Broad  Street  Station 
on  Friday,  January  17th,  at  5:40  P.  M. 
Brokers  and  buyers  are  invited  to  join 
the  party  and  may  board  the  train  at 
Philadelphia,  Lancaster,  Harrisburg,  and 
intermediate  points.  Reservations  may 
be  made  with  J.  C.  Blaskey,  135  South 
Second  Street,  Philadelphia. 


PIEDMONT  LABEL  COMPANY,  INC. 

Canners  and  wholesale  distributors  of 
the  Southeast  need  no  introduction  to 
this  old  and  well  known  label  house,  since 
it  has  been  providing  labels  for  them  of 
a  kind  that  pleases  and  upon  a  service 
that  is  always  dependable.  The  company 
will  be  represented  by  Ryland  C.  Thomas, 
Kenneth  N.  Rider,  Jr.,  and  J.  A.  B. 
Muhly. 
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Meet  i/iA  in  Gmcacp-! 

Visit  our  Exhibit — Stevens  Hotel, 

Booth  116,  Grand  Ballroom 

BEAUTIFUL  LABELS 

Modern  Designs  will  be  exhibited. 

Our  Representatives  in  Charge 
HERMAN  GAMSE 
WILLIAM  A.  GISSEL 

Our  Suite — 2331  -  2332— Stevens  Hotel 

Gamse  Lithographing  Co, 

Incorporated 

Gamse  Building,  BALTIMORE,  MD. 

Apte's  Floiida  Fruit  Juices  served  to  all  Visitors 


COSTS  ONLY  'Me  TO  Ic 
A  POUND  OF  SEED 


Known  for  years  for  its  outstanding  protection  against 
seed  decay,  damping>6ff,  seed*borne  soil  contamination, 
SEMESAN  seed  treatment — dry  or  liquid — gets  seeds 
off  to  a  good  start  and  proves  its  value  generally  in  im* 
proved  yields.  Treats  beans,  beets,  broccoli,  carrots, 
cabbage,  kale,  spinach  and  30  other  vegetables.  For 
special  crops,  use  these  other  Du  Bay  disinfectants: 
CERESAN  for  peas;  SEMESAN  JR.  for  sweet  corn. 
Write  for  free  Vegetable,  Corn  and  Pea  pamphlets. 


BAYER -SEMESAN  COMPANY 

INCORPORATED 

Du  Pont  Building  Wilmington,  Del. 


OLNEY 

CLEANING  and  GRADING  EQUIPMENT 

WILL  IMPROVE  yOUR  QUALITY 
AND  CUT  DOWN  HAND  SORTING 


SIMPLE 

EASY  TO 
OPERATE 

AMPLE 

CAPACITY 


STRAIGHT-LINE  QUALITY  PEA  GRADER 

Separation  is  made  in  a  smooth  current  of  water  flowing 
straight  from  feed  hopper  to  discharge 

OLNEY  STRAIGHT-LINE  FLOTATION  WASHERS 

Make  excellent  pea  cleaners  when  used  with  fresh  water, 
or  a  light  brine 

OLNEY  RIFFLE  TRAY  WASHERS 

Remove  heavy  and  light  material 


THE  NEW  OLNEY  HEAVY  DUTY  ROD  REEL 

For  splits  and  skin  removal 


SCHMIDT  All-Purpose  CORN  CUTTER 

TO  GIVE  YOU  Quality  FROM  THE  FIELD  RUN 


Pulley  Drive 


Illustrated 


Motor  Drive 
On  Request 


A 

PROVED 

MACHINE 


CHECK  THESE  PATENTED  FEATURES 

Knives  automatically  open  to  meet  the  proper  cutting  depth 
of  the  front  of  each  ear.  No  capping  or  cob  cutting.  Reduced 
cleaning  problems  and  improved  quality. 

Four-roll  spurless  feed.  Canners  report  5-7  %  increased  yield. 

Adjustment  of  the  cutting  depth,  in  relation  to  the  incoming 
ear,  may  be  made  while  the  machine  is  in  operation. 

Simplified  cutting  head,  no  starching  up. 


GEORGE  J. 


OLNEY 

WESTERN  VILLE, 


CANNING  MACHINERY 

NEW  YORK 
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QfieetUu^  6cun^ne/U, 


/  / 


We  appreciate  the  orders  you  have  en¬ 
trusted  with  us  in  the  past  and  we  earn¬ 
estly  solicit  a  continuation  of  your  valued 
patronage. 


5/8  Machine  Made  Hamper 


Write  for  Samples  and  Prices 

RIVERSIDE  MANUFACTURING  CO., 

Quality  Tomato  Field  Hampers 

Murfreesboro,  North  Carolina 


5/8  Hand  Made  Hamper 


Plain. 

Varnished. 

Embossed. 

THE 

Simpson  s  Doeller 

CO. 

©ALTlMORE,MD. 


GET  MORE  EFFICIENCY 
FROM  YOUR  CONVEYORS 

poitre 

FLEXIBLE  STEEL  CONVEYOR  BELTING 


You  can  get  smoother  and  more  eco¬ 
nomical  performance  from  your  pre¬ 
sent  conveyors  with  this  flexible 
steel,  long  wearing  belting  that  will 
not  creep,  weave,  jump  nor  wear  the 
pulley  stands.  In  addition,  it  will  npt 
deteriorate  while  not  in  use,  and  the 
open  mesh  feature  permits  the  circu¬ 
lation  of  air  around  products  in  pro¬ 
cess  and  facilitates  sterilizing  with 
steam  or  scalding  water. 

La  Porte  Conveyor  Belting  is  ideally 
adapted  for  use  on  grading,  sorting 
and  picking  tables  as  well  as  in  scald- 
ers,  washers,  cookers,  exhausters,  ele¬ 
vators  and  elsewhere.  Its  perfectly 
flat  surface  speeds  up  the  conveying 
of  cans,  boxes,  bottles  and  other  con¬ 
tainers  empty  or  filled. 

Ask  your  Mill  Supply  House  for  La 
Porte  Conveyor  Belting  in  Monel 
Metal  or  Galvanized  Steel  —  Available 
any  length  and  practically  any  width 
—  or  write  to 


The  LA  PORTE  MAT  &  MFG.  CO. 

BOX  124  _ lA  PORTE.  IMBIAHA 
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THE  CANNED  FOODS  MARKETS 


WEEKLY  REVIEW 

Buying  Not  Waiting  the  Convention — ^Stocks 
Are  Too  Short,  Too  Badly  Broken — Prices 
Moving  Up^Be  On  Your  Guard  About 
Futures — ^The  Labeling  Question  Settled 
By  the  Distributors. 

THE  MARKET — As  was  to  be  ex¬ 
pected  the  considerable  bulge  in 
buying  has  not  waited  for  the  com¬ 
ing  of  the  Convention;  and  the 
reason  it  has  not  waited  is  that  the 
buyers,  seeing  the  rapidly  deplet¬ 
ing  stocks,  and  the  already  badly 
broken  assortments,  are  getting 
their  orders  in,  and  their  wants 
covered  as  far  as  possible.  With 
the  entire  market  conscious  for 
months  that  higher  prices  for 
canned  foods  were  inevitable,  and 
the  further  reason  that  most  can- 
ners,  if  not  all,  have  hardened 
their  ideas  as  to  prices  and  are 
not  willing  sellers  at  today’s  mar¬ 
ket,  there  could  be  but  one  direc¬ 
tion  in  which  the  market  could 
proceed,  and  that  was  upwards. 
And  prices  are  moving  upwards. 
Consult  the  reports  on  detailed 
items  in  the  following  market  re¬ 
ports  and  note  that  the  condition 
is  general  throughout  the  country, 
and  not  merely  local  anywheres. 

Item  after  item,  even  canned  to¬ 
matoes,  is  moving  upwards,  slowly 
but  surely,  and  the  prediction  is 
that  the  intended  conferences  be¬ 
tween  canners  and  buyers,  at  the 
Convention,  will  be  one  of  catch¬ 
ing  prices  before  they  again  jump, 
not  of  attempting  to  drive  bar¬ 
gains.  The  bargains  will  be  to 
those  who  buy  today,  not  waiting 
for  tomorrow.  And  again  we  re¬ 
peat,  this  is  no  attempt  to  profiteer. 
The  canners  are  willing  to  let  their 
goods  go  when  they  show  a  decent, 
fair  profit  over  cost,  even  when 
there  seems  every  possibility  that 
replacement  goods  will  cost  very 
much  more  than  the  1940  produc¬ 
tion.  But  the  canners  very  right¬ 
fully  oppose  the  below  cost  prices 
put  on  many  items,  particularly  in 
the  standard  grades,  which  brokers 


and  chain  stores  have  tried  to  hold 
these  many  years. 

As  an  evidence  of  the  stronger 
market  in  general  Dun  &  Brad- 
street,  Inc.,  report  a  rise  in  prices 
for  foodstuffs  this  week  of  2  cents, 
establishing  a  new  high  for  the 
past  three  years,  and  a  gain  of 
15  cents  over  the  corresponding 
week  of  1940.  The  index  is  com¬ 
posed  of  31  commodities  compared 
with  preceding  years.  That  of 
January  7,  1941,  showed  $2.50, 
against  $2.35  in  1940,  and  $2.31  in 
1939.  This  being  so  there  is  no 
reason  why  canned  foods  should 
not  follow  suit,  and  they  are.  The 
march  upwards  has  begun,  and 
holders  of  canned  foods  of  worth 
while  quality  can  rest  easy  that 
they  hold  valuable  stocks.  And 
what’s  more  that  there  will  be  a 
market  for  every  can  of  it,  and 
that  there  is  no  need  to  hurry, 
therefore,  to  be  afraid  to  pass  up 
an  offer  to  buy — unless  it  is  at  the 
price  which  the  canner  knows 
yields  a  fair  return  in  profit.  Don’t 
play  hog,  but  don’t  be  hornswog- 
gled  by  tricky  buyers  into  selling 
below  what  you  know  to  be  cost, 
with  carrying  charges  to  date,  and 
a  fair  profit.  They  need  the  goods ! 

FUTURES — They  are  beginning  to 
talk  futures,  and  always  at  these 
Conventions  futures  are  attempt¬ 
ed.  It  is  the  buyers  after  them, 
and  it  is  the  opinion  of  well  posted 
market  students  that  futures  will 
be  heavily  bought  this  year,  if  the 
canners  will  sell.  Be  careful;  the 
man  does  not  live  who  can  clearly 
foresee  what  the  year  ahead  holds 
for  any  of  us.  The  next  six  months, 
which  would  bring  you  past  the 
heavy  planting  time  for  most  can¬ 
ners’  crops,  may  present  a  picture 
entirely  opposite  to  what  it  appears 
today.  Take  the  matter  of  spin¬ 
ach:  90%  of  the  spinach  seed  used 
in  this  country  came  from  Holland 
— 2,500,000  lbs  of  it,  which  will 
surprise  many  of  you  by  its  size — 
and  now  that  supply  is  all  lost. 
They  are  growing  some  spinach 
seed  in  this  country,  but  nothing 


like  enough  to  make  a  crop  next 
spring  and  fall,  especially  next 
fall,  as  there  may  be  some  seed 
still  unplanted.  Again,  our  fer¬ 
tilizer  plants  may  be  all  busy  on 
munition  needs ;  labor  in  the  arma¬ 
ment  drive  will  undoubtedly  sap 
much  of  it  from  the  farms  and  fac¬ 
tories;  they  are  even  hinting  that 
we  should  not  expect  to  buy  new 
autos,  as  one  of  the  luxuries  that 
can  be  avoided ;  but  that  may 
effect  the  supply  of  trucks,  and 
tractors,  too.  Go  slow  on  futures 
at  any  price;  the  likelihood  is  that 
your  goods  will  be  worth  more 
money  by  the  time  you  pack  them 
than  you  can  get  now  as  futures. 
That’s  why  they  are  hungry  for 
futures.  Well,  two  can  play  at  that 
game.  And  beyond  all,  don’t  give 
options.  And  over  and  beyond  all 
these  considerations,  no  one  knows 
how  much  of  your  packs  the  Gov¬ 
ernment  will  need,  and  take ! 

LABEL  QUESTION — The  event  of 
the  week,  it  seems  to  us,  is  the  ac¬ 
tion  just  announced  by  the  Great 
Atlantic  &  Pacific  Tea  Company, 
that  beginning  at  once,  they  will 
brand  all  their  goods  with  the 
grade — A,  B,  or  C — 120  items  with 
an  explanation,  on  the  labels,  of 
how  the  grade  is  arrived  at  and 
what  it  means,  and  with  special 
reference  to  grade  C,  standards,  as 
being  good  food  within  the  reach 
of  the  modest  pocketbook.  And 
more  than  that,  a  number  of  other 
chains  will  follow  suit  in  deference 
to  the  request  of  the  Consumers’ 
Committees.  You  have  the  an¬ 
nouncement  elsewhere,  read  it 
carefully,  and  note  that  this  mat¬ 
ter  of  proper,  informative  labeling 
has  at  last  been  brought  to  a  head, 
by  the  distributors,  not  by  any  law 
or  Government  action,  but  for  that 
reason  the  more  effectively.  The 
chains  will  deluge  the  consumers 
with  this  news,  and  the  people  will 
welcome  it — and  you  will  follow 
suit  in  the  labeling  of  your  goods, 
or  be  left  on  the  shelf.  If  there 
is  not  a  lot  heard  about  this  at  the 
Convention,  it  will  be  a  wonder. 
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NEW  YORK  MARKET 

Increasing  Shortages  Forcing  Buyers  to 
Market — Increases  in  Prices  Taken  As 
Inevitable — Convention  May  Be  Zero  Hour — 
Even  Tomatoes  Advancing — Heavy  Volume 
Offers  —  Strong  Bean  Market  —  Spinach 
Advancing  —  Sauerkraut  Also  —  Shrimp 
Higher — Oyster  Prices  Higher — Citrus  Prices 
Strong — Coast  Fruits  in  Strong  Position, 
With  Assortments  Badly  Broken. 

By  “New  York  Stater” 

New  York,  January  9,  1941. 

THE  SITUATION  —  With  trade  reports 
emphasizing  the  sold-up  condition  of  the 
market  for  many  canned  foods  items, 
and  the  possibility  of  general  shortages 
of  other  products,  becoming  more  evi¬ 
dent  from  day  to  day,  buyers  have  come 
into  the  market  in  a  quiet  way  for  a 
number  of  items.  While  some  distributors 
are  holding  off  operations  until  they  get 
a  chance  to  meet  their  canner-suppliers 
in  Chicago  during  Convention  Week, 
others  have  taken  time  by  the  forelock 
and  made  their  commitments,  anticipat¬ 
ing  a  higher  price  basis  in  the  immediate 
future.  Among  the  items  showing  re¬ 
newed  firmness  this  week  are  shrimp, 
kraut,  canned  citrus,  and  the  general 
line  of  California  canned  fruits. 

THE  OUTLOOK — It  would  appear  that 
the  gain  in  strength  in  the  statistical 
position  of  the  market  has  already  ex¬ 
ceeded  the  actual  cents-per-dozen  im¬ 
provement  in  canned  foods.  Hence,  when 
canners  get  together  at  the  annual 
Chicago  gathering  and  have  an  oppor¬ 
tunity  to  compare  notes  at  first  hand,  it 
is  by  no  means  improbable  that  the 
market  will  really  start  to  “go  to  town.” 
Many  distributors,  who  have  consistently 
over-discounted  the  growing  strength  of 
the  canned  foods  situation,  will  quite 
definitely  miss  the  boat  on  this  move, 
while  many  canners  will  find  that  some 
of  their  recent  prices  have  been  entirely 
unwarranted  from  the  standpoint  of 

general  market  firmness. 

CANNED  TOMATOES — Demand  for  toma¬ 
toes  has  picked  up  this  week,  particularly 
with  respect  to  extra  standards,  and 

markets  are  working  into  better  position. 
For  prompt  shipment,  canners  quote 

standard  Is  at  37% -40c  in  most  instances, 
with  isolated  offerings  down  to  36c,  while 
2s  are  generally  55-60c,  2%s,  82% -85c, 
and  10s,  $2.75-$2.80  and  up,  f.  o.  b.  Mary¬ 
land  canneries.  Extra  standards  are 

firm  at  65c  inside  for  2s,  95c  for  2%s, 
and  $3.40  for  10s,  with  the  quotations  of 
many  sellers  topping  these  levels.  Fancy 
tomato  juice  is  attracting  more  buyer 
interest,  with  strictly  fancy  quoted  at  a 
minimum  of  40c  for  Is,  75-80c  for  24- 
ounce;  $1.50  for  the  46-ounce  tin,  and 
$3.10  for  10s,  at  canneries. 

PEAS  —  Buyers  are  showing  more  in¬ 
clination  to  round  out  assortments,  and 
standards  and  extra  standards  are  com¬ 


ing  in  for  more  attention.  Southern 
packers  are  getting  some  business  on 
standard  4-sieve  2s  at  77% -80c,  with  10s 
not  too  plentiful  at  $4.50-$5.00  basis  at 
canneries.  On  extra  standard  2s,  the 
market  is  firming  up  at  90-92  %c  for 
3-sieve,  and  95c-$1.00  for  the  2-sieve 
grade.  Reports  from  up-State  and  the 
Midwest  note  improvement  in  the  canned 
pea  situation,  due  to  continued  excep¬ 
tionally  heavy  volume. 

BEANS  —  Unfavorable  weather  condi¬ 
tions  in  Florida  have  resulted  in  a  sharp 
jump  in  prices  for  fresh  stringless  beans, 
and  the  market  has  now  gone  beyond 
levels  at  which  canners  can  buy,  it  is  re¬ 
ported.  This  has  been  reflected  in  a 
better  tone  in  the  market  in  Maryland, 
where  canners  hold  firm  at  70c  for  2s 
and  $3.25-$3.50  for  10s,  f.  o.  b.  canneries. 

SPINACH  —  Buyers  are  showing  more 
interest  in  prompt  shipment  offerings, 
but  actual  business  continues  light. 
Southern  packers  quote  standard  quality 
at  75c  on  2s,  97%c-$1.00  on  2%s,  and 
$3.35-$3.40  on  10s,  with  fancy  at  80c  for 
2s,  $1.00-$1.10  for  2%s,  and  $3.65-$3.75 
for  lOs. 

KRAUT  —  With  canners  reporting  the 
market  cleaning  up  steadily,  prices  con¬ 
tinue  on  the  upgrade.  An  advance  of 
5  cents  per  dozen  is  reported  by  New 
York  State  canners  this  week,  bringing 
the  market  up  to  60c  for  2s,  70c  for  2%s, 
and  $2.35  for  10s,  f.  o.  b.  canneries. 

SHRIMP — With  canners’  sales  showing 
improvement  and  the  stock  on  hand  at 
plants  steadily  dwindling,  the  market  is 
moving  upwards,  an  advance  of  5  cents 
being  reported  by  many  sellers,  which 
brings  the  current  basis  to  $1.15  for 
small,  $1.20  for  medium,  and  $1.25  for 
large,  f.  o.  b.  Gulf  points.  Reports  from 
canning  centers  indicate  that  there  has 
been  very  little  shrimp  canned  since  the 
latter  part  of  November. 

OTHER  CANNED  FISH  —  Oysters  are  on 
the  upgrade,  due  to  short  supplies  and 
higher  packing  costs,  and  packers  are 
generally  firm  on  the  basis  of  $1.05  for 
5-ounce,  $1.90-$1.95  on  8-ounce,  and  $2.00 
on  10-ounce,  f.  o.  b.  canneries.  No  further 
changes  have  developed  on  salmon,  but 
prices  hold  firm  under  quiet  trading. 
Sardines  are  also  showing  strength.  Tuna 
prices  are  unchanged,  but  California  sup¬ 
plies  are  believed  to  be  fairly  liberal. 

CANNED  CITRUS — With  the  market  for 
citrus  firming  up  rapidly  in  Florida,  due 
to  weather  damage  and  Government  buy¬ 
ing,  recent  prices  for  canned  citrus  now 
appear  most  attractive,  and  buyers  who 
bought  at  the  low  level  are  pressing  for 
deliveries.  The  market  for  unsweetened 
juice  is  now  strong  at  52  %c  minimum 
for  2s  and  $1.15  for  46-ounce;  while  on 
the  sweetened,  prices  are  2%  and  5  cents 
higher,  respectively.  Fancy  grapefruit 
sections  are  now  strong  at  basis  72% -75c, 
f.  o.  b.  Florida  canneries.  The  situation 
in  Texas  parallels  that  of  Florida,  recent 
storms  having  caused  damage  of  25  to  50 


per  cent  in  many  groves.  Texas  canners 
have  generally  advanced  unsweetened  to 
basis  50c  for  2s,  and  $1.05-$1.10  for  46- 
ounce. 

PEACHES — Reports  from  California  note 
that  canners’  holdings  of  peaches  are 
dwindling  rapidly,  with  assortments  badly 
broken  in  many  instances.  Prompt  ship¬ 
ment  2%s  are  reported  offering  at  $1.35 
for  fancy  halves,  $1.25  for  choice,  and 
$1.17%  for  standards,  with  slices  2% 
cents  over  these  levels.  On  No.  10s, 
halves  are  firm  at  $4.90  for  fancy,  $4.00 
for  standards,  $3.25  for  pies,  and  $3.00 
for  waters. 

PEARS  —  New  lists  are  also  out  on 
Bartlett  pears  this  week,  listing  2%  tins 
at  $1.90  for  fancy,  $1.65  for  choice,  and 
$1.47%  for  standards,  with  10s  at  $5.50 
for  choice  and  $5.00  for  standards. 

OTHER  FRUITS — With  respect  to  other 
California  fruits,  reports  this  week  note 
light  holdings  of  ’cots,  with  complete 
assortments  impossible  to  obtain.  Fruit 
salad  and  fruit  cocktail  are  also  reported 
holding  well,  and  the  same  is  true  of 
cherries  and  small  fruits. 


CHICAGO  MARKET 

Welcome  to  Old  Chi! — Optimism  Prevails — 
Rumors  of  Heavy  Tomato  Buying  for 
Export — Increasing  Interest  in  Peas — Heavy 
Shipments  of  Corn — Beets  Sold-Up — Citrus 
Fruits  Bullish — ^To  Help  the  Small  Man? 

By  “Illinois” 

Chicago,  January  9,  1941. 

ONLY  ONE  WEEK  AWAY — On  to  Chicago 
— that’s  the  cry.  Many  conventionites 
will  be  en  route  to  this  Convention  City 
by  the  time  this  column  is  read.  Welcome 
to  old  Chi! 

There  will  be  some  thirty  different 
trade  associations  and  other  group  meet¬ 
ings  and  the  hotels  have  already  been 
booked  to  the  limit.  Reports  also  have 
it  that  railroad  advance  reservations  are 
considerably  ahead  of  last  year. 

Defense  will  be  the  all-important  topic 
of  conversation  and  the  food  industry, 
with  all  its  branches,  is  keenly  interested. 

GENE3IAL  MARKET — The  1940  books  have 
been  closed  and  a  new  ledger  started  for 
1941.  Optimism  prevails.  Canners  gen¬ 
erally  had  a  much  better  year  than  in 
1939  and  distributors  feel  their  final 
figures  will  compare  most  favorably  with 
the  closing  of  a  year  ago. 

Few  if  any  price  changes  have  occurred 
during  the  week  under  review.  Buying 
has  been  of  routine  character,  the  only 
highlights  being  the  Government  bids  for 
large  quantities  on  which  various  houses 
in  the  Chicago  territory  always  figure. 


FACTORY  WHISTLES  ARE  BUGLES,  TOO! 
Is  Your  Plant  Prepared  for  ’41? 
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TOMATOES — Rumor  has  it  that  England 
is  likely  to  purchase  heavily  from  the 
Eastern  or  Atlantic  Seaboard.  That  has 
made  canners  in  the  Middlewest  feel  they 
have  been  fully  justified  in  holding  their 
surplus  at  prices  outlined  in  this  column 
last  week  and  all  in  the  face  of  limited 
trading. 

TOMATO  PRODUCTS  —  There  has  been 
some  seasonable  buying,  but  the  total 
volume  was  limited.  Tomato  catsup, 
tomato  puree,  and  other  tomato  condi¬ 
ments  are  in  a  favorable  statistical  posi¬ 
tion  and  there  is  a  disposition  on  the 
part  of  canners  to  edge  their  prices 
upward. 

No.  10  tin  tomato  puree  has  been  quiet, 
but  the  market  is  very  firm  at  a  price 
range  of  $2.75  to  $3.00,  Indiana  factory. 

PEAS — Wisconsin  pea  canners  report  an 
unusual  run  of  orders  even  during  the 
holidays.  Since  the  turn  of  the  year, 
there  has  been  a  pick-up  in  interest  and 
sizable  deals  are  in  the  making. 

No.  2  tin  standard  No.  4  sieve  Alaskas 
are  firmly  held  at  80c  Wisconsin  factory, 
and  such  lots  even  at  that  basis  are  by 
no  means  plentiful. 

No.  2  tin  standard  No.  3  Alaskas  are 
in  a  price  range  of  from  80c  to  90c. 
Fancy  No.  2  Alaskas  have  sold  in  Chicago 
this  week  at  $1.10  Wisconsin  factory. 

No.  1  tin  and  No.  10  tin  peas  of  all 
kinds  and  grades  are  quite  scarce. 

CORN — No.  2  extra  standard  white  as 
well  as  yellow  corn  is  quoted  at  85c  to 
90c  in  the  corn  packing  districts  of  the 
Middlewest.  While  business  has  been 
limited  of  late,  canners  generally  have 
surprised  themselves  by  the  heavy  ship¬ 
ments  during  November  and  December 
and  are  not  inclined  to  make  concessions 
under  their  lists. 

No.  2  standard  cream  style  corn  is 
scarce  in  these  districts  and  only  a  few 
small  lots  are  available  at  70c  factory. 

Like  peas.  No.  1  tin  and  No.  10  tin 
corn  is  scarce. 

BEETS — The  1940  pack  has  been  so  well 
sold  that  rounded  assortments  are  now 
hard  to  find.  Most  beet  canners  have 
advanced  their  prices  and  particularly 
so  on  the  sliced,  diced  and  cut  grades.  A 
few  whole  beets  are  still  available  at  the 
1940  opening  basis. 

ASPARAGUS  —  Several  Chicago  buyers 
are  in  the  market  for  various  grades  of 
California  asparagus,  but  are  meeting 
with  great  difficulty  in  covering  their 
wants — so  broken  is  the  asparagus  line 
and  so  few  of  the  items  available. 

grb2:n  and  wax  beans — Standard  cut 
green  beans  are  now  firm  in  Wisconsin 
and  Michigan  at  75c  factory.  A  demand 
has  been  noted  for  fancy  whole  grade 
green  beans,  but  these,  like  several  other 
canned  food  packings,  are  extremely 
scarce. 

The  feature  of  the  market  is  the  lack 
of  quotations  on  No.  10  tin  extra  stand¬ 
ard  cut  green. 


GRAPEFRUIT  AND  GRAPEFRUIT  JUICE — 
Reports  from  Florida  as  well  as  the  Rio 
Grande  Valley-Texas  district  are  quite 
bullish  these  days.  Several  prominent 
factors  in  both  States  are  withdrawn 
entirely  from  the  market.  No.  2  seg¬ 
ments  in  Florida  are  quoted  at  75c. 
Sizable  business  at  less  has  been  declined. 

Some  No.  2  unsweetened  grapefruit 
juice  at  52 ^/^c  is  still  available,  with  the 
46-ounce  at  $1.05. 

Orange  juice  and  blended  juice  have 
all  advanced,  due  largely  to  the  increased 
price  that  canners  have  been  forced  to 
pay  for  fresh  oranges  as  compared  with 
a  year  ago. 

CALIFORNIA  FRUITS — Not  much  activity 
has  been  noted  in  peaches,  apricots,  cock¬ 
tail,  and  the  balance  of  the  California 
line  since  trading  has  opened  up. 

PACIFIC  NORTHWEST — Oregon  prunes 
are  beginning  to  move  a  little  better. 
This  is  encouraging  as  sales  have  been 
few  since  packing  season.  Reports  from 
the  Northwest  are  that  last  year’s  total 
pack  of  prunes  did  not  exceed  35  per  cent 
of  1939,  and  certainly  that  small  per¬ 
centage  should  move  into  distribution 
with  ease.  The  fact  that  increased  in¬ 
terest  has  been  noted  locally,  should  be 
a  good  omen. 

Pears,  berries,  and  the  balance  of  the 
Oregon  and  Washington  line  has  been 
quiet,  but  prices  held  more  than  firm. 

ROBINSON-PATMAN  LAW — Do  you  re¬ 
member  in  this  column  one  time  last  year 
your  attention  was  called  to  Lane  Lease 
Company  of  Cleveland,  a  firm  masquerad¬ 
ing  as  a  food  broker?  It  was  a  sub¬ 
sidiary  of  the  Clover  Farm  Stores  Cor¬ 
poration.  The  latter  announced  through 
various  trade  mediums  that  it  was  dis¬ 
continuing  the  Lane  Lease  Company,  but 
in  any  of  those  trade  papers,  did  you 
read  why  they  were  discontinuing  it? 
Why  doesn’t  the  trade  press  tell  the 
readers  the  truth?  Clover  Farm  Stores 
discontinued  Lane  Lease  because  the 
Government  had  caught  up  with  them. 

THE  GREAT  INTERSTATE  GROCERY  CHAIN 
“octopus”  —  The  Senate  special  com¬ 
mittee  to  study  problems  of  American 
small  business,  whose  chairman  is  Sena¬ 
tor  Murray  of  Montana,  gives  you  as  an 
independent  business  man  an  opportunity 
to  obtain  action  and  to  correct  the  abuses 
that  have  injured  and  are  destroying 
small  business.  Senator  Murray  has 
gone  on  record  that  his  committee  wants 
to  find  “sound  solutions”  which  will  have 
“lasting  benefits.”  Why  should  you  fail 
to  present  your  views  on  this  important 
question?  If  you  have  not  already  re¬ 
ceived  your  questionnaire,  write  Senator 
Murray  at  the  Senate  Building,  Wash¬ 
ington,  D.  C.,  for  it. 

Something  will  have  to  be  done  to  curb 
the  monopolistic  actions  of  the  “octopus.” 
Don’t  miss  this — your  opportunity. 

FACTORY  WHISTLES  ARE  BUGLES,  TOO! 

Is  Your  Plant  Prepared  for  ’41? 


CALIFORNIA  MARKET 

Buying  Active — Many  Withdrawals — ^Toma¬ 
toes  Quiet — Sauerkraut  In  Better  Demand — 
Tuna  Prices  Revised — Berries  In 
Light  Supply. 

By  “Berkeley” 

San  Francisco,  Calif.,  Jan.  9,  1941. 

RAINS — Heavy  storms  continue  through¬ 
out  the  Pacific  Coast  area,  insuring  an 
ample  supply  of  water  for  the  coming 
season.  The  rain  subsided  at  San  Fran¬ 
cisco  to  permit  the  famous  East-West 
Shrine  football  game  to  be  played  at  San 
Francisco  on  New  Year’s  Day,  under 
ideal  conditions,  but  another  storm  has 
since  come  in  from  the  Pacific,  lashing 
the  entire  coastal  area.  Supplies  of  fresh 
vegetables  have  been  cut  down  by  rain 
and  cold  weather  greatly  increasing  the 
demand  for  canned  foods  in  this  terri¬ 
tory. 

Several  brokers  comment  on  the  fact 
that  buyers  are  commencing  to  come  into 
the  market  again  on  a  rather  extensive 
scale  and  that  the  first  few  days  of  the 
new  year  have  been  more  active  than  was 
expected  It  is  no  secret  that  some  lines 
are  planning  to  make  som6  advances  in 
price  in  the  not  distant  future.  It  is 
suggested  that  instead  of  canners  mak¬ 
ing  sales  at  reductions  while  in  atten¬ 
dance  at  the  Chicago  convention  it  is 
more  than  likely  that  the  market  will 
show  a  firming  when  they  meet  in  con¬ 
ference  and  begin  to  compare  notes. 

NEW  LISTS  RECORD  WITHDRAWALS — New 
price  lists  have  been  brought  out  by 
many  canners,  but  prices  are  practically 
without  change.  The  lists,  for  the  most 
part,  merely  extend  shipping  dates  and 
record  withdrawals.  The  real  story  of 
canned  foods  business  in  recent  months  is 
refiected  in  the  latter.  The  California 
Packing  Corporation,  for  example,  is 
quoting  but  two  items  in  canned  apricots 
under  its  Del  Monte  brand.  The  two 
items,  out  of  the  original  list  of  sixteen, 
are  No.  1  tall  peeled  whole  and  No.  214 
unpeeled  whole.  On  apricots  packed 
under  other  brands  and  for  buyer’s  labels 
there  are  twelve  items  available,  out  of 
the  original  twenty-five.  Similar  show¬ 
ings  are  made  by  other  packers.  The 
outstanding  sold-up  condition,  taking  lists 
as  a  whole,  centers,  of  course,  on  the 
No.  10  size.  All  items  in  Royal  Anne 
cherries  seem  available,  and  most  sizes 
and  grades  in  cling  peaches  are  still  to 
be  had,  but  some  canners  are  sold  up 
on  No.  214  seconds  and  water,  in  both 
halves  and  sliced,  as  well  as  No.  10  water 
and  No.  10  pie.  In  asparagus  it  is  just 
about  impossible  to  locate  sizeable  lots 
of  No.  2%  square,  either  in  peeled  or 
unpeeled,  white  or  green. 

TOMATOES — The  California  tomato  mar¬ 
ket  continues  quiet,  but  a  lot  of  figuring 
is  being  done  all  the  time  on  Government 
bids,  these  running  from  thirty  thousand 
to  fifty  thousand  cases  at  a  time.  In¬ 
quiries  continue  to  come  in  in  regard  to 
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g6me  of  the  specialties,  such  as  Italian 
type  tomatoes,  but  business  is  limited 
since  many  packers  have  been  sold  up 
for  some  time.  A  few  sales  have  been 
reported  at  $3.65  a  case  for  No.  1,  $2.75 
for  No.  2%  and  $2.25  for  No.  10. 

SAUERKRAUT  —  Sauerkraut  has  been 
getting  a  little  increase  in  attention  of 
late  with  sales  of  featured  brands  at  70 
cents  for  No.  2  tall,  85  cents  for  No.  2^ 
and  $2.65  for  No.  10. 

TUNA — A  slight  revision  in  canned  tuna 
prices  has  been  made  by  some  packers, 
with  slight  reduction  on  a  few  items.  The 
California  Packing  Corporation  is  quot¬ 
ing  Del  Monte  brand  solid  pack  at  $4.40 
for  %s,  $6.75  for  %s,  and  $12.50  for  Is, 
with  shredded  at  $5.25  for  %s.  Standard 
yellowfin  is  moving  at  $3.75  for  14s,  $5.50 
for  14  s,  and  $10.00  for  Is,  with  standard 
lightmeat  at  $3.65,  $5.25,  and  $9.50  for 
these  sizes,  respectively.  Lightmeat  tuna 
flakes  are  quoted  at  $4.25  for  14  s  and 
$7.50  for  Is. 

BERRIES  —  Berries  are  getting  into 
rather  light  supply  in  this  territory,  with 
almost  nothing  available  in  the  No  10 
size.  Interest  has  now  turned  to  No.  2 
tall  and  a  considerable  part  of  the  busi¬ 
ness  booked  is  on  this  size.  Some  canners 
are  sold  on  loganberries,  except  for  small 
holdings  of  buffet. 


GULF  STATES  MARKET 


By  “Bayou” 

The  Year  Ahead — Oyster  Canning  On — Good 
Weather  Needed — Cod’s  Country — A  New 
Seafood  Exchange. 

Mobile,  Ala.,  January  9,  1941. 

GOODBYE  1940 — HELLO  1941 — The  year 
just  ended  will  go  down  in  history  as  one 
of  great  events.  We  have  seen  impor¬ 
tant  and  seemingly  powerful  nations  in 
Europe  fall  in  conquest  to  a  neighbor 
nation  within  the  short  span  of  a  few 
weeks,  and  the  world  as  a  whole  has 
been  worked  up  to  a  high  pitch  of  excite¬ 
ment  and  war  fear,  which  greatly  in¬ 
creased  as  the  year  closed. 

What  1941  has  in  store  for  us  is  sealed 
in  the  pages  of  history  to  come,  so  one 
guess  is  as  good  as  another  as  to  what 
the  outcome  of  the  present  war  crisis 
will  be.  One  thing  sure  is  that  we  have 
to  be  prepared  in  a  big  way  and  without 
delay.  There  are  some  who  strongly 
criticize  the  stand  of  President  Roosevelt 
on  our  aid  to  Great  Britian,  but  are  they 
more  familiar  with  the  affairs  of  our 
country  than  he  ?  Or  have  they  our 
interest  more  at  heart?  Or  are  they 
truer  Americans? 

Certainly  not.  Then  why  should  we 
question  the  motives  of  our  Commander- 
in-Chief  in  this  hour  of  great  emergency. 

America  needs  our  cooperation,  so  let’s 
back  our  President  one  hundred  per  cent. 


OYSTEms — The  weather  last  week  was 
more  or  less  cloudy,  with  light  rains, 
which  interfered  with  production  of 
oysters,  but  as  there  was  no  great  de¬ 
mand  for  raw  oysters,  the  shortage  in 
supply  was  not  felt  so  keenly. 

On  the  other  hand,  the  factories  were 
closed  down  for  the  holidays  and  the 
canning  of  oysters  will  be  resumed  this 
week. 

This  week  opened  with  bright  sunshine, 
fair  weather  and  cold  enough  to  make  an 
overcoat  comfortable,  which  is  ideal  for 
oyster  canning,  but  as  we  had  no  guar¬ 
antee  that  the  weather  would  remain  this 
way  for  the  balance  of  the  week,  canning 
operations  may  be  curtailed. 

The  freight  boats  that  transport  the 
oysters  from  the  reefs  to  the  canning 
plants  usually  take  from  two  to  five  days 
to  get  a  load,  thus  oysters  have  to  be 
kept  out  of  water  from  three  days  to  a 
week.  However,  in  favorable  cold  weather 
oysters  in  the  shell  can  safely  be  kept 
out  of  the  water  two  weeks. 

While  cold  weather  is  desirable  for 
oyster  production,  yet  severe  cold  weather 
stops  production,  because  the  oystermen 
in  this  section  are  not  prepared  to  work 
out  in  the  open  bay  in  freezing  weather, 
and  they  have  to  knock  off  when  the 
thermometer  drops  below  28  degrees 
above  zero. 

Fortunately  for  us,  our  sub-freezing 
temperature  seldom  lasts  over  three  days, 
which  gives  us  a  chance  to  thaw  out. 

This  being  the  case,  there  is  no  need 
of  us  making  any  provisions  for  a  long 
siege  of  sub-freezing  and  zero  weather 
like  other  parts  of  the  country  that  have 
it  practically  all  through  the  Winter. 

We  here  in  the  Deep  South  call  this 
God’s  country  and  we  leave  it  to  those 
living  in  other  parts  of  the  country  that 
are  covered  with  sleet  and  snow  the 
greater  part  of  the  Winter  to  say  whether 
we  are  right  or  wrong? 

NEW  SEAFOOD  EXCHANGE  FORMED — A 
report  from  Biloxi,  Mississippi,  says  that 
at  a  meeting  held  in  that  city,  January  6, 
the  Southern  Seafood  Exchange  was 
formed  among  the  packers  there,  to  pro¬ 
mote  the  sale  of  their  products,  and  to 
endeavor  to  get  additional  state  laws 
passed  for  the  protection  of  existing  sea¬ 
foods  during  their  spawning  season, 
should  it  be  found  necessary. 

The  officers  elected  were  John  Mavar, 
Jr.,  chairman  and  W.  C.  Weir,  secretary. 

Comprising  the  executive  committee 
are  Barnard  Taltavull,  Elmer  Williams, 
Tony  Cvitanovich  and  Roy  Rosalis. 


PRUNE  INTERESTS  LAUNCH  DRIVE 

Directors  of  the  newly  -  organized 
Prune  Institute  of  America  met  recently 
at  San  Francisco,  Calif.,  to  advance  the 
campaign  for  improving  prune  sales, 
establishing  a  214  cents  per  pound  base 
price  and  uniting  growers,  packers  and 
distributors  in  a  nation-wide  prune  ad¬ 
vertising  campaig^n.  The  prune  industry 
has  been  hard  hit  by  the  cutting  off  of 
European  markets. 


FOOD  TECHNOLOGISTS  SET  DATES 

The  second  annual  Convention  of  the 
Institute  of  Food  Technology  will  be  held 
at  the  William  Penn  Hotel,  Pittsburgh, 
June  16th  to  18th.  An  exhibition  will  be 
held  in  connection  with  the  meeting  which 
will  take  the  theme  “Today’s  Idea,  To¬ 
morrow’s  Methods.”  Dr.  Fred  Blanck, 
H.  J.  Heniz  Company,  heads  the  Exhibi¬ 
tion  Committee,  with  S.  G.  Gorsline, 
Exhibition  Manager. 

CONTINENTAL  POSTPONES  DIVIDEND 

Directors  of  Continental  Can  Co.,  Inc., 
at  a  regular  meeting  held  January  8th, 
decided  to  postpone  consideration  of  the 
initial  interim  dividend  for  1941  on  the 
common  stock  until  the  March  meeting 
of  the  board  of  directors.  Although  it 
has  been  the  usual  practice  for  the  direc¬ 
tors  to  declare  a  dividend  at  the  January 
meeting,  payable  on  February  15,  no 
action  was  taken  at  this  meeting  in  view 
of  the  possibility  that  any  dividend 
action  taken  prior  to  March  1941  might 
result  in  an  increase  in  the  company’s 
excess  profits  taxes,  if  any,  for  the  year. 

GEORGE  K.  CLARK 

The  many  friends  of  George  K.  Clark, 
Secretary  of  the  Big  Stone  Canning  Com¬ 
pany,  Ortonville,  Minnesota,  will  learn 
with  much  sorrow  of  his  death  on 
January  1st. 

PENNSYLVANIA  CANNERY  BURNS 

Fire  destroyed  the  plant  and  equip¬ 
ment  of  The  World’s  Host  Food  Products 
Company,  at  St.  Johns,  Pennsylvania,  on 
December  8th  with  the  loss  estimated  at 
$10,000. 

PEACH  GROWERS  ELECT  OFFICERS 

The  annual  meeting  of  the  California 
Canning  Peach  Association,  held  at  San 
Francisco  recently,  brought  together 
about  two  hundred  growers.  Officers 
were  chosen,  as  follows:  President,  Wal¬ 
lace  Caswell,  Ceres;  vice-president,  Starr 
Walton,  Yuba  City;  secretary,  I.  M. 
Creelman,  Yuba  City;  assistant  secre¬ 
tary,  E.  E.  Poston,  and  treasurer,  M.  L. 
Carr,  Marysville.  W.  S.  Edinger,  of  San 
Francisco,  was  reelected  general  manager. 

PLAN  EXPANSION 

If  present  negotiations  materialize,  the 
Vita  Foods  Products,  Inc.,  which  last 
season  operated  The  Tilghman  Canning 
&  Packing  Company’s  plant  at  Chester- 
town,  Maryland,  will  take  over  that  can. 
nery  and  spend  some  $25,000  for  recon¬ 
ditioning  the  plant  and  the  installation 
of  equipment  to  put  it  on  a  year-round 
basis. 

CANCO’S  MR.  STURDY  SPEAKS 

Carlton  F.  Sturdy  of  American  Can 
Company’s  Speaking  Service  is  scheduled 
to  address  the  Great  A.  &  P.  Tea  Com¬ 
pany  at  Seattle,  Washington,  on  January 
14th,  and  the  Price  Rite  Stores  also  at 
Seattle  on  January  15th.  He  will  then 
journey  to  Chicago  to  attend  the  National 
Convention. 
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DISTRIBUTORS  ACTIVITY 


By  “OBSERVER” 

Special  Correspondent  of  “The  Canning  Trade" 


A.  &  P.  TO  WIDEN  A.  B.  C  LABELING 
PROGRAM 

Further  cooperation  with  organized 
consumer  groups  seeking  simplified  label¬ 
ing  of  canned  foods  has  been  announced 
by  the  Great  Atlantic  and  Pacific  Tea 
Company  following  a  series  of  confer¬ 
ences  with  the  National  Consumer- 
Retailer  Council. 

The  company  is  extending  to  its  full 
line  of  canned  fruits  and  vegetables  the 
A,  B  and  C  system  of  grade  labeling, 
which  it  adopted  several  years  ago.  It 
will  also  place  on  every  product  in  this 
line  for  which  standards  have  been 
established  by  the  Agricultural  Market¬ 
ing  Service  of  the  U.  S.  Department  of 
Agriculture,  an  informative  panel  which 
will  explain  differences  between  various 
grades,  and  the  standards  by  which  they 
are  graded. 

The  new  program  will  affect  120  com¬ 
pany  labels.  Vegetables  include  green 
lima  and  baked  beans,  beets,  asparagus, 
carrots,  corn,  peas  and  succotash,  sauer¬ 
kraut,  spinach  and  squash.  Fruits 
affected  include  apple  sauce,  apricots, 
raspberries,  grapefruit  and  grapefruit 
juice,  peaches,  cherries,  fruit  cocktail, 
tomatoes  and  tomato  juice,  pears,  plums, 
prunes,  and  pumpkin. 

These  informative  labels  were  worked 
out  in  cooperation  with  the  technical 
committee  of  the  consumer-retailer  group 
whose  member  consumer  organizations 
have  long  advocated  the  use  of  informa¬ 
tive  labels  of  this  type.  These  labels, 
therefore,  bear  the  legend:  “This  is  the 
type  of  label  recommended  by  the  Na¬ 
tional  Consumer-Retailer  Council,  Inc.” 

Consumer  groups  on  the  council  are 
the  General  Federation  of  Women’s 
Clubs,  the  American  Association  of  Uni¬ 
versity  Women  and  the  American  Home 
Economics  Association.  Retailers  are 
represented  by  the  National  Retail  Dry- 
goods  Association,  the  National  Associa¬ 
tion  of  Food  Chains,  the  American  Retail 
Federation,  the  National  Shoe  Retailers 
Association  and  the  National  Better 
Business  Bureau,  Inc. 

A.  &  P.’s  adoption  of  the  informative 
label,  as  well  as  the  grade  label,  is  hailed 
by  consumer  groups  as  significant  of  an 
increasing  trend  towards  consumer  edu¬ 
cation  and  informative  merchandising. 
Several  large  chain  store  organizations, 
members  of  the  National  Association  of 
Food  Chains,  such  as  the  Kroger  Grocery 
and  Baking  Co.,  the  Grand  Union  Tea 
Co.,  the  D.  Pender  Grocery  Co.,  the  Big 
Star  Markets  and  the  Rogers  Stores 
recently  announced  their  intention  of 
cooperation  with  the  NCRC  project. 
They  will  soon  begin  to  carry  grade  and 
informative  panels  on  Grade  A  and  B 


products,  while  several  expressed  their 
intention  of  extending  coverage  to  Grade 
C  products  later. 

All  fruits  and  vegetables  under  the 
Great  Atlantic  and  Pacific  Tea  Com¬ 
pany’s  “A.  &  P.”  and  “Ann  Page”  brands 
will  be  labeled  Grade  A;  its  “Sultana” 
brand.  Grade  B;  and  its  “Iona”  brand 
Grade  C. 

Consumer  groups  have  been  especially 
interested  in  the  marking  of  Grade  C 
products,  which,  they  say,  represent  high 
nutritive  value  at  economical  prices  and 
should  be  used  by  a  large  portion  of  the 
national  population  as  a  means  of  getting 
all  necessary  food  values  within  the 
limits  of  modest  food  budgets.  Grade  A 
labels  carry  the  statement  that  the  con¬ 
tents  are  of  finest  quality  “and  there¬ 
fore  represent  only  a  small  part  of  the 
whole  pack,  selected  at  the  peak  of 
flavor.”  The  Grade  B  label  carries  the 
statement  that  the  pack  is  of  “choice 
quality;  A.  &  P.’s  intermediate,  not 
highest,  quality.  They  are  excellent  in 
appearance  and  have  a  fine  flavor.”  The 
Grade  C  label  says:  “Sanitary  and  pack¬ 
ing  regulations  are  the  same  for  all 
grades  (A,  B  and  C)  and  have  prac¬ 
tically  the  same  wholesomeness  and 
nutritive  value.  Grades  A  and  B  usually 
bring  a  premium  for  their  better  appear¬ 
ance  and  more  delicate  flavor.  Grade  C 
foods  are  standard  quality,  good  but  not 
fancy,  and  suitable  for  all  general  pur¬ 
poses.  They  appeal  to  careful  home 
managers.  No  one  need  hesitate  to 
serve  them  on  any  occasion.” 

Each  label  then  states  the  require¬ 
ments  to  qualify  under  a  given  grade,  to 
which  is  appended  a  description  of  the 
can,  number  of  servings  and  so  forth. 

A.  &  P.’s  printing  of  labels  is  a  con¬ 
tinuous  process  and  new  printings  will 
incorporate  the  new  features.  The  in¬ 
formative  panels  will  begin  to  find  their 
way  to  store  shelves  within  a  few  weeks. 

BIDDLE  CHARGES  BROKER  MONOPOLY 
MOVE 

Charging  that  the  Federal  Trade  Com¬ 
mission’s  petition  to  the  U.  S.  Circuit 
Court  of  Appeals  in  New  York  for 
enforcement  of  its  cease  and  desist  order 
against  Biddle  Purchasing  Co.  under  the 
Robinson-Patman  Act,  would  perpetuate 
a  brokers’  bloc  in  a  monopoly  that  would 
add  materially  to  the  nation’s  food  bill, 
the  company,  in  a  brief  filed  with  the 
court,  vigorously  attacked  an  alleged 
propaganda  campaign  headed  by  the 
National  Food  Brokers’  Association. 

The  Biddle  brief,  which  was  filed  in 
answer  to  the  Trade  Commission’s  peti¬ 
tion  to  the  court,  charged  that  since 


enactment  of  the  Robinson-Patman  Act 
in  1936  the  ambitions  of  the  alleged 
brokers’  bloc  have  been  furthered  by  a 
nation-wide  campaign  of  propaganda 
conducted  by  the  brokers.  The  Federal 
Trade  Commission’s  contentions,  the  brief 
added,  have  provided  sensations  which 
are  calculated  “to  intensify  this  propa¬ 
ganda  and  make  it  more  effective  to 
terrorize  sellers  and  purchasers  and  thus 
deter  them  from  seeking  entirely  legiti¬ 
mate  savings. 

“This  propaganda,”  the  brief  continued, 
“sometimes  intimates  that  the  authors  of 
this  propaganda  are  in  such  close  con¬ 
tact  with  the  Commission  that  they  know 
the  Commission’s  mind  and  can  prog¬ 
nosticate  the  Commission’s  next  move.” 

The  Biddle  reply  further  contended 
that  the  alleged  propaganda  campaign 
by  the  brokers  is  effective  in  handicapping 
independent  storekeepers,  dealers,  and 
distributors  in  competition  with  national 
chain  and  catalogue  houses,  and  in 
handicapping  independent  manufacturers, 
packers,  and  canners  in  competition  with 
nationally  known  chains  and  in  encourag¬ 
ing  price  rigidity  at  high  levels. 

U.  S.  ASSOCIATION  SELECTS  CHICAGO 

J.  H.  McLaurin,  president  of  the 
United  States  Wholesale  Grocers’  Asso¬ 
ciation,  this  week  announced  that  the 
organization’s  board  of  directors  had 
selected  Chicago  as  the  site  for  the  1941 
convention  of  the  association,  with  the 
Stevens  Hotel  convention  headquarters. 
The  dates  will  be  May  6,  7,  and  8. 

“Many  matters  of  urgent  importance 
to  wholesale  grocers  will  come  before 
the  convention  for  discussion  and  action, 
among  them,  the  place  and  duty  of 
wholesale  grocers  in  the  defense  pro¬ 
gram;  the  application  of  the  Wage  and 
Hour  Act  to  wholesale  grocers  and  of 
I.  C.  C.  jurisdiction  and  regulation  of 
wholesale  grocers’  truck  drivers;  pro¬ 
posed  amendments  to  the  Wage  and 
Hour  Act  and  the  Revised  National 
Retail  Chain  Store  Tax  Bill,”  Mr.  Mc¬ 
Laurin  commented,  in  announcing  the 
meeting. 

FALK  TO  FORE 

A.  J.  Falk,  of  S.  &  W.  Fine  Foods, 
San  Francisco,  Calif.,  has  been  elected 
to  the  directorship  of  the  Anglo  Cali¬ 
fornia  National  Bank,  and  has  been 
nominated  for  election  to  the  board  of 
directors  of  the  San  Francisco  Chamber 
of  Commerce. 

FACTORY  WHISTLES  ARE  BUGLES,  TOO! 

Is  Your  Plant  Prepared  for  ’41? 
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THE  BEST  ADVERTISING  SPACE  COSTS  YOU  NOTHING 
By  C.  W.  BROWNE 

(Continued  from  page  36) 

you  use  it  as  advertising  space  or  not.  And  for  a  trifling 
addition  to  your  present  label  cost  for  art  work  and  preparation, 
this  space  becomes  of  priceless  value  to  you.  Not  only  is  it  an 
advertising  medium  which  is  the  canner’s  own  exclusive  medium ; 
but  in  circulation,  quality,  effectiveness  and  cost  (4  acid  tests) 
it  is  superior  to  every  other  medium. 

Now  then — ^how  can  you  use  it?  Take  a  page — literally — 
out  of  any  woman’s  magazine — ^full  of  color  and  appetite  appeal, 
illustrating  all  kinds  of  foods  ready  for  the  table.  Certainly 
your  products  don’t  need  to  take  a  back  seat  when  it  comes 
to  attracting  attention  and  arousing  desire.  You  can  pack  your 
17  square  inches  just  exactly  as  full  of  color  and  appetite  appeal, 
showing  the  USES  of  your  products.  You  don’t  have  to  stop 
with  a  one-time  showing,  either.  The  various  ways  of  using 
the  products  of  field  and  orchard  are  so  endless  that  you  could 
go  on  forever.  You  can  teach  consumers  that  your  products 
aren’t  mere  side  dishes,  to  be  eaten  out  of  a  sense  of  duty. 
Instead,  they  are  the  important  ingredients  to  be  used  in  pre¬ 
paring  foods  that  are  delicious  as  well  as  nutritious.  As  a 
result,  all  along  the  line  consumption  of  canned  foods  will  be 
increased.  So  .  .  .  your  advertising  space — ^this  17  square 
inches  on  your  label — can  rival  the  pages  of  the  finest  magazines 
in  sparkling  interest,  variety  and  value  for  the  women  who 
use  your  products. 

In  other  words,  instead  of  merely  buying  color-printed  strips 
of  paper  to  put  around  cans,  you  will  treat  this  space  just 
exactly  as  you  would  any  other  high  class  advertising  space. 
You  will  keep  it  alive  and  full  of  “continuing  reader  interest” 
by  means  of  periodical  changes  of  copy,  fresh  information, 
eye-catching  illustrations,  all  designed  to  keep  your  consumers 
coming  back  for  more  because  you  are  telling  them  more  about 
how  to  USE  your  goods. 

Now  let  me  illustrate  what  I’ve  been  talking  about,  using 
packages  made  by  several  different  label  plants.  One  point  I 
referred  to  was  IDENTITY. 

(Here  Mr.  Brown  presented  screen  flashes  of  various  labels, 
describing  them  as  follows. — Ed.) 

ASCO  Pears  and  Peaches  which  illustrates  product  identity, 
attained  by  means  of  a  large  and  attractive  pictorial  of  the 
contents.  The  package  is  a  good  example  of  shelf  strength. 
This  and  the  next  one — 

AVONDALE  Tomatoes  are  both  chain  store  lines;  not 2  that 
in  both  instances  the  product  identity  is  played  up  strong,  in 
keeping  with  a  principle  which  is  regarded  as  important  in 
chain  store  merchandising. 

ALL-GREEN  Peobs — This  one  used  color — a  single  color, 
really — as  the  identifying  medium.  The  identity  is  clear — ^it 
could  not  be  mistaken  for  any  other  brand. 

PIK-NIK  Peas — An  excellent  example  of  direct  simplicity, 
using  a  horizontal  band  to  tie  the  elements  together  in  the 
design.  The  lettering  of  the  brand  name  is  strong.  It  is  a 
design  that  is  quickly  recog^iizable. 

DULANEY  Stringless  Beans — An  artist  friend  of  mine  says 
this  design  illustrates  the  “power  of  three” — ^the  rhythm  of 
nature  as  applied  to  art.  I  don’t  know  exactly  what  he  meant, 
but  certainly  this  is  a  powerful  design  of  three  elements — 
product,  brand  name,  and  contents.  The  designer  was  very 
sure  of  himself,  made  no  mistakes,  and  was  satisfied  with  a 
simple  answer. 

LIBBY — All  of  the  products  in  this  line — and  there  are  over 
a  hundred  of  them — are  packaged  with  a  strong  family  resem¬ 
blance,  yet  perfect  individual  identity.  All  of  the  four  elements 
I  spoke  of  are  here,  and  you’ll  find  them  on  every  Libby  can 
label — brand  name,  LIBBY ;  trade  mark,  the  blue  triangle;  prod¬ 
uct  identity,  by  means  of  the  pictorial;  product  description  in 
type  matter — a  definite  and  unmistakable  formula,  consistently 
applied. 

I  mentioned  the  effect  of  the  new  Food  and  Drug  Law  on 
packaging.  You  would  be  surprised  at  the  number  of  packers 
who  have  come  to  see  that  this  new  law  has  enabled  them  to 
overhaul  their  entire  packaging  plan;  and  while  making  revisions 


to  comply  with  the  law  they  have  taken  advantage  of  the 
opportunity  not  simply  to  brighten  up  the  appearance  of  their 
labels,  but  also  to  incorporate  elements  that  are  of  use  to 
consumers. 

Have  I  been  talking  about  “Sales  Psychology”?  Most  em¬ 
phatically  yes,  because  I’ve  been  telling  about  ways  to  influ¬ 
ence  the  mind  of  the  consumer,  by  means  of  progressive  pack¬ 
aging.  But  progressive  packaging  demands  a  certain  sales  psy¬ 
chology  on  your  part.  Progressive  packaging  isn’t  something 
you  can  settle  at  five  o’clock  this  afternoon  for  the  next  ten 
years.  On  the  contrary,  it  means  adopting  and  constantly 
maintaining  the  merchandising  attitude  toward  your  labels, 
being  ready  to  weigh  carefully  every  new  idea,  being  willing 
to  embrace  new  developments  in  direct  color  pictorials,  or  plan 
a  new  series  of  illustrated  recipes  to  arouse  consumer  interest. 
It  means  constant  alertness — one  eye  on  the  ever-changing  pic¬ 
ture  in  the  retail  store;  one  eye  on  keeping  up  to  date  as  to 
regulations;  and  BOTH  eyes  on  your  real  customer,  the  ulti¬ 
mate  consumer.  It  includes  a  desire  to  do  the  job  artistically, 
because  “a  thing  of  beauty  is  a  joy  forever.”  And  it  means  a 
willingness  to  make  a  sufficient  investment — which  is  really  an 
advertising  investment — in  packaging  to  insure  the  dividends 
which  the  right  policy  is  bound  to  produce.  Progressive  pack¬ 
aging  pays;  a  progressive  packaging  policy  usually  goes  hand 
in  hand  with  prosperity  and  profits. 

NATIONAL  PICKLE  PACKERS  ASSOCIATION 
Dining  Room  10 — Palmer  House,  Chicago 
WEDNESDAY,  JANUARY  22 

Roll  Call 

Registration 

Report  of  the  President 

Mr.  E.  S.  La  France. 

Report  of  the  Treasurer 

Mr.  C.  J.  Sutphen. 

Report  of  the  Secretary 

“Salt  Stock  Carry-over.”  “Contemplated  Acreage.” 

Election  of  Officers  and  Directors 

Discussion  of  Acreage  for  1941 

Report 

Prof.  F.  W.  Fabian,  Michigan  State  College  of 
Agriculture,  East  Lansing,  Michigan. 

Subject:  Research  Program — Food  and  Dietetic  Value 
of  Pickles. 

New  Business 


CALENDAR  OF  EVENTS 

FEBRUARY  4-6,  1941 — Indiana  Canners  and  Fieldmen,  Annual 
Conference,  Purdue  University,  West  Lafayette,  Indiana. 

FEBRUARY  6-7,  1941 — Annual  Convention,  Ozark  Canners 
Association,  Colonial  Hotel,  Springfield,  Missouri. 

FEBRUARY  10-11,  1941 — Tennessee-Kentucky  Canners  Asso¬ 
ciation,  Annual  Meeting,  Andrew  Johnson  Hotel,  Knoxville, 

T?6T1H6SS6G 

FEBRUARY  15-22,  1941— National  Cherry  Week. 

FEBRUARY  18-19-20,  1941 — Technical  School  for  Pickle  and 
Kraut  Packers,  Michigan  State  College,  East  Lansing,  Mich. 

FEBRUARY  28th  to  March  7th — Canned  Salmon  Week. 

MARCH  5-6  1941 — Annual  Meeting,  Virginia  Canners  Associa¬ 
tion,  Hotel  Roanoke,  Roanoke,  Virginia. 

MARCH  6-8,  1941 — Annual  Meeting,  Canners  League  of  Cali¬ 
fornia,  Hotel  Del  Monte,  Del  Monte,  California. 

MARCH  19-21,  1941 — Canners’  and  Growers’  School,  University 
of  Wisconsin,  Madison,  Wisconsin. 

MAY  4-10,  1941 — United  States  Wholesale  Grocers’  Association, 
Annual  Convention,  Stevens  Hotel,  Chicago. 

JUNE  16-18,  1941 — Institute  of  Food  Technology,  Second 
Annual  Convention,  William  Penn  Hotel,  Pittsburgh. 


FACTORY  WHISTLES  ARE  BUGLES,  TOO! 
Is  Your  Plant  Prepared  for  ’41? 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  west  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


Elastern 

Central 

West  Coast 

Low  High 

Low 

High 

Low 

High 

ASPARAGUS 

White  Colossal,  No.  2% _ ....... 

_ 

_ 

_ 

2.66 

2.80 

Large,  No.  2% . 

. . 

^ . 

2.70 

2.86 

Medium,  No.  2% . 

_ 

--tTTTT 

2.66 

2.70 

Green  Mam.,  No.  2  ro.  cans . 

_ _ 

2.60 

2.60 

2.66 

2.60 

Large.  No.  2 . . ...... 

2.80 

2.60 

2.80 

2.86 

_ 

2.36 

2.30 

2.40 

2.60 

Tips.  White,  Mam.  No.  1  sq . 

2.60 

2.70 

2.40 

2.66 

Green  Mam.,  No.  1  sq.^..^.... 

2.40 

2.60 

2.26 

2.40 

Green  Tips,  60/80,  2a . 

2.26 

2.10 

2.15 

Green  Tips,  40/60,  2s . 

2.80 

2.60 

2.80 

2.36 

. 

Green  Cuts  and  Tips.  2a 

1.66 

1.66 

1.76 

. 

Green  Cuts  and  Tips,  10s . 

7.26 

7.60 

7.60 

9.60 

. 

Green  Cuts,  2s . 

1.00 

1.06 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2 

.87%  1.16 

1.05 

1.15 

No.  10  . 

Ex.  Std.  Cut  Green,  No.  2 

.78 

.90 

.85 

.90 

1.00 

No.  10  . 

a  7fi 

a  75 

Std.  Cut  Green,  No.  2 . 

.67% 

.70 

.76 

.77% 

.76 

.86 

No.  10  . 

3.25 

3.60 

3.26 

3.60 

3.76 

4.00 

Fancy  Whole  Green,  No.  2 . 

1.15 

1.60 

nominal 

1.60 

1.60 

No.  10  . 

6.00 

6.60 

nominal 

6.00 

6.60 

Ex.  Std.  Whole  Green,  No.  2.... 

1.00 

1.20 

1.25 

1.35 

No.  10  . 

4.50 

nominal 

4.25 

4.50 

Fancy  Cut  Wax,  No.  2,. . 

.85 

1.25 

No.  10  . 

A  KO 

Ex.  Std.  Cut  Wax.  No.  2 . 

.77% 

.95 

.85 

No.  10  . 

A  nn 

A  95 

Std.  Cut  Wax,  No.  2 . . 

.76 

.75 

No.  10  . 

Fancy  Whole  Wax,  No.  2 . 

1.16 

1.50 

nominal 

No.  10  . 

5.25 

Ex.  Std.  Whole  Wax,  No.  2 . 

1.00 

No.  10  . 

Std.  Whole  Wax.  No.  2 . 

No.  10  . 

Red  Kidney.  Std..  No.  2 . 

.76 

.85 

No.  ro . . 

3.50 

4.00 

LIMA  BEANS 


No.  2  Tiny  Green . 

1.52% 

1.35  1.40 

1.50 

1.50 

No.  10  . 

„  fi.RO 

7.50 

8.00 

No.  2  Fancy  Small  Green.. 

.  1.20 

1.25 

1.20  1.30 

No.  2  Medium  Green . 

.  1.15 

1.20 

1.10  1.30 

1.25 

1.26 

No.  10  . 

.  5.50 

5..a5 

No.  2  Green  &  White . 

. 72% 

.92% 

.90  . 

.90 

"90 

No.  10  . 

i9R 

5.00 

No.  2  Fresh  White . 

.60 

.76 

.72%  .80 

.80 

.85 

No.  10  . . 

_  3.26 

3.76 

.  57^ 

.66 

BEETS 

Whole,  No.  2 . 

.96 

1.60 

1.05 

No.  2%  . 

-  1.06 

No.  10  . 

3.26 

4.00 

4.06 

Cut,  No.  2 . 

*80 

.75  _ 

No.  2%  . 

.96 

.80  . 

Vo.  10  .  . 

.  3.35 

3.76 

3.26  . 

Sliced,  No.  2 . 

. 86 

.80  . 

.86 

.90 

No.  2%  . 

.  1.00 

1.00 

.96  . 

1.10 

No.  10  . 

.  3.60 

4.25 

3.76  . 

3.36 

Diced.  No.  2 . 

. 76 

.80 

.70  . 

1.20 

No.  10  . 

.  3.26 

3.60 

3.60 

Shoestring,  No.  2 . 

. 70 

,,, . . 

_ 

1  III 

No.  10 . 

.  3.10 

CARROTS 

Sliced,  No.  2 . 

. 76 

. . . 

. 

_ 

No.  10  . 

.  4.60 

4.60 

••••Me 

Diced,  No.  2 . 

. 80 

.67%  .70 

.66 

.70 

No.  10  . 

.  3.26 

3.76 

3.00  3.26 

PEAS  AND  CARROTS 

Std.  No.  2 . . . 

_  .65 

.80 

Fancy  No.  2 . 

_ _  .96 

1.16 

1.05  1.20 

1.00 

1.10 
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CANNED  VEGETABLES— Continued 

Eastern 

Central 

West  Coast 

Low  High 

Low  High 

Low  High 

CORN — Wholegrain 

Yellow,  Fancy  No.  2 . 

.96  1.16 

.90  1.06 

1.07% 

12-oz.  vac . 

1.00  1.06 

.85  .90 

1.02% 

No.  10  _ 

6.26  6.26 

5.00  5.50 

Ex.  Std.  No.  2.. . . 

.82%  .96 

.85  .90 

No.  10  _ 

5.20  5.60 

nominal 

Std.  No.  2 . 

.77%  .80 

No.  10  . 

.  ,,,,  , 

nominal 

White,  Fancy  No.  2.................... 

.92%  1.06 

.90  1.07% 

No.  10  _ _ _ 

. 

nominal 

. 

Ex.  Std.  No.  2 . 

.76  .86 

.85  . 

No.  10  . 

5.10  . 

Std.  No.  2 _  _ 

.72%  .76 

.70  .76 

No.  10  . 

5.00  ■■  . 

Shoepeg,  Fancy  No.  2.„...... _ 

.95  1.05 

.95  1.10 

No.  10  . . . 

6.26  6.75 

.90  1.00 

No.  10  _ _ _ 

6.30  5.76 

Std.  No.  2 _ _ 

-.87%  .90 

CORN — Creamstyle 

Yellow.  Fancy  No.  2 . 

.90  1.00 

.90  1.00 

.97% 

No.  10  _ 

4.75  6.25 

4.75  5.50 

Ex.  Std.  No.  2 . 

.85  .90 

.RO  00 

No.  10  . . 

nominal 

nominal 

.70  .80 

.72%  .82% 

No.  10  _ _ _ 

White,  Fancy  No.  2 . . 

.95  1.00 

.86  1.00 

No  10  . 

Ex.  Std.  No.  2 . . 

.76  .90 

.76  .90 

No.  10  „  . . . 

4.90  6.26 

nominal 

Std.  No.  2 . . 

.67%  .80 

.70  . 

No.  10  . . 

4.75  . 

nominal 

HOMINY 

Std.  Split,  No.  1  Tall - 

. 

No.  2%  _ 

.72%  .86 

.70 _ 

1.10 

. 

No.  16  _ 

2.40  2.75 

2.00  2.36 

MIXED  VEGETABLES 

Fey.,  No.  2 . . 

.86  .90 

. 

No.  10  . 

4.26  4.60 

. 

. . 

Std  ,  No.  2 . 

•57%  .77% 

Nft.  10  . 

3.26  4.00 

PEAS 

No.  2  Fancy  Sweets,  2s . 

1.80  1.86 

1.80  1.60 

1.86 

1.60 

No.  2  Fancy  Sweets,  3s . 

1.16  1.25 

1.10  1.26 

1.20 

1.80 

No.  2  Fancy  Sweets,  4s . 

1.07%  1.16 

1.06  1.20 

1.16 

1.20 

No.  2  Fancy  Sweets,  6s . 

1.02%  1.10 

1.00  _ 

1.10 

1.20 

No.  2  Ex.  Std.  Sweets,  28 . 

1.10  . 

1.10  1.20 

1.20 

1.26 

No.  2  Ex.  Std.  Sweets,  38 . 

1.00  _ 

.96  1.00 

1.00 

1.07% 

No.  2  Ex.  Std.  Sweets,  48 . 

.90  1.02% 

.90  .96 

.96 

1.00 

No.  2  Ex.  Std.  Sweets.  6s . 

.87%  .90 

.86  _ 

.92% 

.97% 

No.  2  Std.  Sweets.  28 . 

.90  _ 

.97%  1.00 

No.  2  Std.  Sweets,  38 . 

.87% - 

.90  .96 

.96 

i.bb 

No.  2  Std.  Sweets.  4s . 

.86  _ 

.86  .90 

.86 

.90 

No.  2  Std.  Sweets,  6s . - 

.80  .86 

.85 

.90 

No.  10  Std.  Sweets,  2s — .......... 

6.25 

6.60 

No.  10  Std.  Sweets,  3s . — .... 

6.00 

6.26 

No.  10  Std.  Sweets,  48 . . 

4.00  4.60 

4.25 

4.60 

No.  10  Std.  Sweets,  68 . . 

4.26  . 

4.26 

4.60 

No.  2  Fey.  Alaskas,  Is . - 

1.36  1.66 

1.30  1.46 

_ 

No.  2  Fey.  Alaskas,  2s.... . - 

1.25  . 

1.20  1.40 

1.36 

1.45 

No.  2  Fey.  Alaskas,  38.......~...» 

1,10  _ _ 

1.10  1.16 

1.80 

1.40 

No.  2  Ex.  Std.  Alaskas.  Is . 

1.20  _ 

No.  2  Ex.  Std.  Alaskas,  28 . 

.96  1.06 

1.06  1.16 

1.20 

1.30 

No.  2  Ex.  Std.  Alaskas.  8s - 

.90  .92% 

.90  .96 

1.10 

1.20 

No.  2  Ex.  Std.  Alaskas.  4s . - 

.86  . 

.86  . 

1.00 

1.10 

No.  2  Ex.  Std.  Alaskas,  6s . 

. 

. 

.97%  1.00 

No.  10  Ex.  Std.  Alaskas.  Is . 

. 

. 

No.  10  Fix.  Std.  Alaskas.  2s - 

No.  10  Ex.  Std.  Alaskas,  Ss . 

6.50  . 

No.  10  Ex.  Std.  Alaskas,  4s — 

No.  2  Std.  Alaskas,  2s...—...—. 

.86  .95 

.90  1.00 

1.00 

1.10 

No.  2  Std.  Alaskas,  38 . 

.82%  .90 

.86  .90 

.90 

.96 

No.  2  Std.  Alaskas,  4s . 

.80  .86 

.80  .86 

.85 

.95 

No.  2  Std.  Alaskas,  5s . . 

.80  .86 

.80  .86 

.85 

.96 

No.  10  Std.  Alaskas,  2b . 

4.60  _ 

.  . 

-■•■II 

No.  10  Std.  Alaskas,  Ss . . 

No.  10  Std.  Alaskas,  4b . 

4.25  4.40 

4.26  . 

•  ••. 

No.  2  Ungraded . 

.80  .86 

.80  .86 

.80 

.90 

Soaked,  2s  . 

.62%  ....... 

.60  .60 

.60 

.66 

lOfi  . - . 

3.25 

2.60 

Blaekeye,  28.  Soaked . 

.67%  .65 

.66  _ 

_ 

_ 

10s  . 

2.60  3.26 

. — • 

— .... 

PUMPKIN 

Fancy,  No.  2 . — 

.66  .65 

.65 

.70 

No.  2% . . . . 

.80  .90 

.70  .80 

.86 

.92% 

No.  10  . . 

.  2.80  3.16 

2.60  3.00 

2.76 

3.00 

SAUER  KRAUT 

(50  . 

.70 

-76 

No’.  2%  - - - 

.70  . 

.66  .75 

.86 

.90 

No.  16  2.36  . 

2.25  2.75 

2.66 

2.76 

SPINACH 

No.  2 _ _ 

.76  .80 

.66  .80 

.96 

1.10 

No.  2%  _ 

.97%  1.10 

.90  1.05 

1.20 

1.36 

No.  10  _ 

.  3.35  3.76 

3.00  8.76 

4.00 

4.10 
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Low  High 

Low  High 

Low  High 

SUCCOTASH 

Std.  Na  2,  Gr.  Corn,  Dr.  Limas. 

.86  .86 

••••••• 

•Me*** 

MMeee 

Std.  No.  2.  Gr.  Com.  Fr.  Limas. 

.90  1.10 

e....- 

•MeM. 

Triple.  No.  2. _  _  _ 

.86  . 

SWEET  POTATOES 

Fey.,  No.  2,  Dry  Pack . 

.76  .80 

No.  2%  . 

_ 

.92%  1.00 

. 

No-  10  _  _ 

, .  S7K 

.87%  .92% 

1.16  1.26 

.76 

No  2%  '. _ .'  . 

1.00 

No  10*..".. . 

4.00  4.25 

TOMATOES 

Solid  Pack 

.95  1.26 

.90 

1.10 

1.00 

1.16 

Nor2%  _ 

_ 

1.26  _ 

1.25 

1.86 

1.26 

1.86 

No.  10  . 

..... 

3.76 

4.50 

4.00 

4.36 

Ex.  Std.,  No.  1 . — . 

.46  . 

.45 

.47% 

.75 

No.  9.  . 

.66  .82% 
.96  1.20 

.76 

.85 

Mo  9%  . 

1.00 

1.16 

1.16 

No.  l6‘ . - . 

..... 

3.40  3.60 

3.00 

3.76 

3.35 

With  puree 

std..  No.  1 . 

.37%  .42% 

.42% 

.62% 

.62% 

No.  2  . . 

....M 

.57%  .60 

.60 

.70 

.76 

.76 

No.  2%  . 

No  in  . 

— 

.80  .86 

2.66  3.00 

.80 

2.76 

.90 

3.00 

.87% 

2.76 

.96 

3.00 

TOMATO  PUREE 

.40  .50 

.42% 

3.00 

.46 

3.00  3.25 

3.26 

3.25 

3.40 

std..  No.  i.  Trim  1.036 . 

.37%  . 

.40 

.42% 

.62% 

2.70  2.76 

2.75 

3.00 

2.86 

3.00 

TOMATO  JUICE 

No.  211  Cyl.  (12  oz.) . 

. . 

••••-• 

■aaasii 

.62% 

No.  300  (13%  OZ.J . 

.62%  . 

No.  2  (18  OZ.) . 

.65  . 

.70  . 

No.  2  Cyl.  (24  oz.) . 

.76  .80 

.70 

.70 

-72% 

No.  3  Cyl.  (46  oz.) . 

1.50  . 

No.  10  . . 

2.76  3.00 

2.70 

3.25 

2.76 

2.85 

TURNIP  GREENS 

Nrt  9.  . . 

.70  . 

.75 

Nn.  214 

.96  . 

No.  id" . 

_ _ 

3.40  3.75 

3.60 

Canned  Fruits 

APPLES 


CANNED  FRUITS— Coatinnsd 


Eastern  Central  West  Coast 

Low  High  Low  Hish  Low  High 

PEACHES 

Y.  C.,  Fey..  No.  2% . .  .  1.85  . 

Choice,  No.  2% .  .  1.25  1.86 

Std.,  No.  2% . .  1.17%  . 

Fey.,  No.  10..» . . . .  .  4.90  . 

Choice,  No.  n>  .  .  .  4.60  4.76 

Std.,  Now  10 . .  .  .  4.00  4.16 

Pie,  No.  10 . . .  .  .  3.26  4.00 

Water.  No.  10 .  . .  8.00  8.10 


PEARS 


Keifer,  Std.,  No.  2% _ _ 

No.  10  . . 

..  1.86 

1.86 

Choice,  No.  2 

_ 

No.  10  . . . 

_ 

. 

Bartlett.  Fancy.  No.  2% . 

..  1.66 

1.90 

Choice,  No.  2% . 

Std.,  No.  2%... . 

..  1.30 

1.40 

Fey.,  No.  id . . . 

Choice.  No.  10 . 

Std.,  No.  10 _ 

XU....***..*.. 

No.  10,  Water..., 
No.  10  Pie.  S.  P. 


PINEAPPLE  Cuban  . 

No.  1  Flat . .  . 

No.  211  Cyl . 

No.  2  Tall . . . 

No.  2%  . . 

No.  10  in  Juice .  6.26  ....... 

No.  10  in  Sjmip . . . .  . 


PINEAPPLE  JUICE 
Buffet  ....................... 

No.  211 _ _ 

No.  2  _ 

No.  2%  _ _ 

46  oz.  . 

No.  10  . . . . 


1.90 

1.90 

1.76 

1.76 

1.62%  1.66 

6.16 

6.26 

6.60 

6.80 

4.90 

6.00 

3.60 

4.00 

3.60 

4.00 

F.  0.  B. : 

Honolulu 

Mexican 

Crushed  Sliced 

.80 

.80 

.86 

.80 

1.30 

1.42% 

1.50 

1.70 

4.26 

. 

6.36 

6.60 

4.26 

6.76 

6.00 

F.  0.  B. 

Honolulu 

.47% 

.62% 

.80 

.92% 

1.37% 

2.05 

2.17% 

4.26 

4.60 

RASPBERRIES 


Black,  Water,  No.  2 . . 

No.  10  . . . 

Red,  Water.  No.  2„ .  1.46 

No.  10  . .  7.60 

Black,  Syrup,  No.  2 . 

Red,  Syrup.  No.  2 .  1.60 


1.60 

1.70 

-  1.66 

7.50 

1.66 

6.50 

-  1.66 

1.40 

1.60 

.  1.80 

1.76 

2.00  2.17% 

No.  10,  water .  2.76  ....... 

No.  10.  standard  heavy  pack....  2.90  3.00 

No.  10.  fancy  heavy  pack .  3.86  3.60 

apple  SAUCE 

No.  2  Fancy . 72%  .80 

No.  10  _  3.16  3.60 

No.  2  Std . 66  .72% 

No.  10  _  2.86  8.00 


APRICOTS 

No.  2%,  Fancy . 

No.  2%,  Choice . 

No.  2%  Std... . 

No.  10  Fancy . 

No.  10,  Choice . . 

No.  10.  Std - 

BLACKBERRIES 

Std.,  No.  2 . 

No.  8  . 

No.  10,  water . . . 

BLUEBERRIES 


No.  2  .  1.60  1.60  1.60  1.60 

No.  10  .  nominal  . 


CHERRIES 


Red  Sour  Pitted,  No.  2 . . 

Red  Sour  Pitted.  No.  10 . . 

R.  A.  Fey.,  No.  2% . 

Choice,  No.  2% . 

Std..  No.  2% . 

....  1.00  1.05 
....  4.76  5.26 

.90 

4.60 

1.00 

4.90 

Choice,  No.  10 . 

Std.,  No.  10 . 

. 

FRUITS  FOR  SALAD 

Fey.,  No.  2% . . 

No.  10  ......r. _ 

. 

GRAPEFRUIT  SECTIONS 

Florida 

Texas 

No.  2  . . . 

Mn.  K  . 

. 721^  .75 

2.10  2  25 

.72% 

2.10 

.50 

1.10 

.76 

GRAPEFRUIT  JUICE 

No.  2  . 

No.  3  Cyl.  (46  oz.) . 

. 62%  .67% 

.  1.06  1.26 

.66 

1.20 

GOOSEBERRIES 

Std.,  No.  2 . 

No.  10  . . 

. 

2.90  8.00 

8*26  *8.86 

LOBSTER 


Canned  Fish 


Flats,  1  Ih....... . 6.00 

%  Ih.  ».. — .  2.60 

%  lb.  . .  1.60 


OYSTERS 

Std.,  4  oz. . 

1.00 

1.10 

1.80 

1.06 

Southern 

2.20 

1.96 

1.66 

7.36 

6.66 

6.86 

6  oz.  . . 

2.06 

1.76 

8  oz.  . 

10  oz . . . 

2.10 

2.20 

1.90  1.95 

Selects,  6  oz. . . 

6.76 

6.00 

SALMON 

1.10 

1.16 

Red  Alaskas,  Tall,  No.  1 . 

Flat,  No.  % . . 

...... 

. . 

5!oo 

Flat.  No.  1 . . 

No.  %  . 

Pink.  Tall.  No.  1 . . . 

Flat,  No.  % . . 

— 

Sockeye,  Flat,  No.  1 . 

No.  %  . 

Chums,  Tall,  No.  1........... 

Medium,  Red.  No.  1  T^ll. 


1.36 

6.00 

2.30 

2.15 

1.40 

6.26 

2.30 

2.26 

SHRIMP 

Southern 
1.16  . 

2.00 

2.00 

.  1  an 

1.36 

1.45 

1.20 

7.86 

8.00 

.  1.36 

1 .25 

7.26 

6.86 

7.60 

7.16 

Northwest  Selects 


"i".*io  ’i’.*26 

1.60  1.65 


2.65  . 

1.66  1.76 

2.00  2.10 


i*!60  'l65 

.96  _ 

2!oO  2.’i0 
1.86  1.40 

1.86  1.90 


SARDINES  (Domestic)  Per  Case 


2.20  2.86 

7.66  7.76 


%  OU,  Key....................................  nominal 

Oil,  Keyless........................^....  nominal 

%  Oil-  Tomato,  Carton . 

%  Oil,  Key  Carton .  nominal 

%  Mustard,  Keyless . .  nominal 

Calif.  Oval  No.  1,  24’s .  _...„  .„... 


Calif.  Oval  No.  1,  48’s...... 


ail  5  "^*4*6 


1.26  1.86 
6.76  6.00 


TUNA  FISH,  Per  Case 

Fey.,  Yel.,  Is,  24’8 . 

Fey.,  Yel.,  Is,  48’8 . 


Light  Meat,  Is . 


11.00  12.00 

6.00  6.76 

4.00  4.40 

9.60  10.60 

6.00  6.25 
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THE  TEXTURE  METER 


an  instrument  for 
testing  the  texture 
(tenderness  or 
toughness)  of 
green  peas,  and 
the  like.  Indispen¬ 
sable  for  canners. 


On  Display 

At  the  National 
Convention 

Room  No.  1050 
Stevens  Hotel 


Invented  and 
Manufactured  by 

Wm.  F.  CHRISTEL 

Valders,  Wisconsin 


''Out  WUe/te-  WeAt 

THE  GEO.  W.  GODDARD 
COMPANY,  INC. 

Offices,  Sales  Rooms,  Warehouse 

Wall  Ave.  at  24th  St.  Ogden,  Utah 

Factory  Sales  Agents 

MODERN  CANNING  EQUIPMENT 
AND  SUPPLIES 


Complete  Service 

Serving  the  trade  in 
Colorado-Utah-Wyoming-Montana-Idaho 
SINCE  1910 


<?»»  Making  Dollars  on 
Small  Production 

tile 

Anderson’s  No.  1  Power  Dicer 


An  ideal  machine  for 
small  scale  manufactur¬ 
ing  or  intermittent  pro- 
,  ducticn.  Can  be  oper- 

ated  from  light  socket. 
Mounted  on  castors 
'^'^W  making  it  easy  to  move 
anywhere.  Capacity  10 
\1  bu.  per  hour.  Easily 
\\  cleaned;  a  husky,  dur- 
^  I  able  machine,  making 
perfect  cubes.  Ideal  for 
j  ^  cabbage,  onions,  apples, 
western  rutabaga,  etc. 


J.  P.  ANDERSON  &  COMPANY 

9th  &  Thompson  Sts.  PHILADELPHIA,  PA. 

Specialists  in  Food  Cutting  Machinery  Since  1873 


WANTED  and  FOR  SALE 


YOUR  OPPORTUNITY 


In  the  numerous  changes  being  made  in  the  canning  factories 
throughout  the  country  there  is  probably  just  the  machine, 
supply  or  entire  factory,  that  you  want.  Now’s  the  time  to 
pick  up  needed  used  machinery  at  a  price,  or  turn  idle  holdings 
into  cash.  Make  your  offer  or  list  your  needs  on  this  page  to 
accomplish  your  objective  quickly  at  very  little  cost.  The  rates — 
straight  reading,  no  display:  One  to  three  times,  per  line  40 
cents,  four  or  more  times,  per  line  30  cents,  minimum  charge 
per  ad,  $1.00.  Count  eight  average  words  to  the  line.  Count 
initials,  numbers,  etc.,  as  words:  Short  line  counts  as  full  line. 
Use  a  box  number  instead  of  your  name  if  you  like.  The 
Canning  Trade,  20  S.  Gay  Street,  Baltimore,  Maryland. 


FOR  SALE— MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


FOR  SALE — One  standard  2-crate  Sprague-Sells  retort  in 
very  good  condition.  Price  $75.00  F.  O.  B.,  Wilkes-Barre, 
Pennsylvania,  Standard  Vulcanizing  Works,  408  S.  Main  Street. 


FOR  SALE:  Two  Erie  City  Return  Tubular  Boilers,  maxi¬ 
mum  pressure  150  lbs.  per  square  inch.  200  H.  P.  rating.  Now 
in  original  setting.  Price  $500  each.  Address  Box  A-2464,  The 
Canning  Trade. 


FOR  SALE — Berlin-Chapman  Cooker  and  Cooler  in  excellent 
condition.  Length  of  Cooker  20  ft.  4  in.  Length  of  Cooler  6  ft. 
Holding  capacity  approximately  1,500  No.  2  cans.  Eastern  Shore 
Canning  Company,  Inc.,  Machipongo,  Va. 


LIQUIDATING  SEVERAL  FOOD  &  CANNING  PLANTS— 
Retorts:  42"  x  72"  and  54"xl2';  Jacketed,  Copper,  Aluminum, 
Stainless,  Nickel  and  alloy  Kettles  in  all  sizes;  glass-lined  tanks, 
filling  equipment  for  all  pui-poses,  choppers,  grinders,  emulsifiers, 
mixers,  vacuum  pans,  conveyor,  dryers,  viscolizers,  filters,  pumps 
and  agitators.  New  York’s  largest  stock  of  food  equipment. 
We  can  make  prompt  shipment  of  the  unit  you  need  now.  Send 
us  your  inquiries.  First  Machinery  Corporation,  819  E.  9th  St., 
New  York,  N.  Y. 


FOR  SALE — Bean  Pre-Grader;  Sprague  Blancher;  Lewellin 
&  Reeves  Drives;  Olney  Washer;  Giant  Pea  Washer;  No.  10 
Filler;  Steam  Jacketed  Copper  Kettles;  Hansen  Elevator  Boot; 
Sprague-Sells  hand  pack  Filler.  Box  A-2471,  The  Canning  Trade. 


FOR  SALE — Retorts  and  crates  with  crane  or  a  complete 
cook  room  outfit.  Address  Box  A-2470,  The  Canning  Trade. 


WANTED  —  MACHINERY 


WANTED  FOR  USER — Retorts,  Stainless  Steel,  Monel,  Cop¬ 
per  or  Aluminum  Kettle  and  Vacuum  Pan;  Labeling  Machine; 
Filter  Press.  No  dealers.  Box  A-2389,  The  Canning  Trade. 
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FOR  SALE— FACTORIES 


TOMATO  CANNERY— MUST  BE  SOLD  OR  LEASED.  Fully 
equipped  tomato  cannery  at  Shirley,  Ind. — heart  of  Indiana’s 
fine  tomato  territory.  Capacity  for  150,000  cases  Tomatoes, 
Catsup  and  Puree.  Five  thousand  will  handle.  Replies  con¬ 
fidential.  Address  Owner,  Box  A-2472,  The  Canning  Trade. 


WANTED  — CANNED  FOODS 


WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2420,  The  Canning  Trade. 


HELP  WANTED 


HELP  WANTED — Production  manager  for  company  oper¬ 
ating  several  canning  plants.  Must  be  capable  of  handling 
and  supervising  operations  at  all  plants.  All  applications  will 
be  kept  strictly  confidential.  Address  Box  B-2473,  The 
Canning  Trade. 


WANTED — Experienced  superintendent  to  supervise  modern 
cannery  packing  a  line  of  staple  vegetables  such  as  tomatoes, 
peas,  stringless  beans,  tomato  paste  and  specialties.  Applicant 
must  have  technical  knowledge,  as  well  as  practical  experience. 
State  all  particulars.  Address  Box  A-2462,  The  Canning  Trade. 


SITUATIONS  WANTED 


POSITION  WANTED — Fieldman,  40  years  old,  19  years 
experience  in  the  handling  of  canning  crops  such  as  peas,  corn, 
tomatoes,  beets,  and  carrots.  Inquire  Box  B-2469,  The 
Canning  Trade. 


POSITION  WANTED — Packing  plant  manager  desires  con¬ 
nection,  experienced  in  packing  fruit  and  vegetables,  installing 
and  handling  plant  equipment,  purchasing  supplies  and  stock, 
warehousing  and  shipping,  office  and  business  experience.  Avail¬ 
able  January  1st.  Address  Box  B-2457,  The  Canning  Trade. 


SITUATION  WANTED — Man,  35,  thoroughly  versed  in 
canning  business  office  work,  correspondence,  orders,  records, 
credits,  costs.  Can  take  complete  charge  of  small  office  or 
division  of  larger.  Available  after  January  1st.  Will  locate  any 
town  or  city.  Address  Box  B-2465,  The  Canning  Trade. 


To  assist  you — 


Readers  will  find  the  Where  to  Buy 
Section  helpful  in  locating  firms  to 
supply  specific  needs. 

Consult  these  advertisers. 
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A  COMPLETE  COURSE  IN  CANNING 

Sixth  edition,  1936  revised  up-to-date. 

The  Industry’s  Cook  Book  for  over  30  years. 


FOR  MANAGERS, 
SUPERINTENDENTS. 
BROKERS 
AND  BUYERS 

Size  6x9,  360  Pages  Beautifully  Bound. 
Stamped  in  Gold. 


All  the  newest  times  and  temperatures  .  Used  by  Food  Processors  to  check  times,  tem- 

All  the  newest  and  latest  products  . peratures  and  RIGHT  procedure  ...  by  Distri¬ 

butors  to  KNOW  canned  foods  ...  by  Home 

•  Fruits  •  Vegetables  •  Meats  •  Milk  •  Soups  Economists  to  TEACH  the  subject  of  food  pre- 

•  Preserves  •  Pickles  •  Condiments  •  Juices  servation. 

•  Butters  •  Dry  Packs  (soaked)  •  Dog  Foods 

and  Specialties  in  minute  detail,  with  full  instruc-  For  sale  by  all  supply  houses  and  dealers  .  .  . 
tions  from  the  growing  through  to  the  warehouse,  or  direct.  Price  $10.  postpaid. 

Published  and  Copyrighted  By 

THE  CANNING  TRADE 

Since  1878 — The  Canned  Foods  Authority 
BALTIMORE.  20  South  Gay  Street.  MARYLAND 


360  pages  of  proved  pro¬ 
cedure  and  formulae  for 
everything  ‘  ‘  Canable  ’  ’ . 

"I  would  not  take  $1,000.00  for  my 
copy  If  I  could  not  set  another." 

— a  famous  processor. 
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Ue.  G/pfifteoicUe  the  business  you 

have  given  us  in  the  past  and  are 
looking  forward  with  pleasure  to 
supplying  your  1941  requirements. 


Our  four  types  of  |  baskets  are  known  from 
coast  to  coast  to  be  the  best. 


Visit  Booth  401  at  the  Convention 


Planters  Manufacturing  Co., 

Incorporated 

Portsmouth,  Virginia 


Smile  Awhile 

There  is  a  saving  grace  in  a  sense  of  humor 

Contributions  Welcomed 


A  TENACIOUS  LIVER 

Clerk:  Yes,  sir,  that  medicine  sure  is  powerful.  Best  stuff 
we  have  for  the  liver.  Makes  ya  peppy. 

Customer:  Well,  can  you  give  me  any  specific  references,  I 
mean  people  who  have  taken  said  medicine  with  good  results? 

Clerk:  Well,  there  was  an  old  man  living  next  to  us  who 
took  this  liver  medicine  three  years. 

Customer:  Well  did  it  help  him? 

Clerk:  He  died  last  week. 

Customer:  Oh,  I  see. 

Clerk:  And  they  had  to  beat  his  liver  with  a  stick  for  three 
days  after  he  died  before  they  could  kill  it. 

THE  SNAPPY  COMEBACK 

Returning  from  the  honeymoon  auto  trip  they  met  a  farmer 
driving  a  span  of  mules.  Just  as  they  were  about  to  pass  the 
farmer’s  rig,  the  mules  turned  their  heads  toward  the  auto  and 
brayed  vociferously. 

Turning  to  his  wife,  the  husband  cuttingly  remarked:  “Rela¬ 
tives  of  yours,  I  suppose?” 

“Yes,”  said  the  wife  sweetly,  “by  marriage.” 

NOT  VERY  ORTHODOX 

Teacher:  Does  your  father  pray,  Susie? 

Susie:  Yes,  teacher.  When  we  sat  down  to  supper  last  night, 
the  first  thing  he  said  was,  “Good  Lord !  we’ve  got  beans  again.” 


to  meet  your  trade  requirements. 


PLENTY  PEEVED 

The  play  went  along  smoothly  until  the  dungeon  scene  when 
the  tragedian  shouted:  “I’m  mad,  I’m  mad!”  and  someone  in  the 
gallery  yelled,  “I’ll  bet  you  ain’t  half  as  mad  as  the  people  that 
paid  to  see  the  show.” 

WOMAN’S  INTUITION 

“My  dear,”  remarked  Jones,  who  had  just  finished  reading  a 
book  on  “The  Wonders  of  Nature,”  “this  is  really  a  remarkable 
work.  Nature  is  marvelous!  Stupendous!  When  I  read  a  book 
like  this,  it  makes  me  think  how  puerile,  how  insignificant  is 
man.” 

“Huh!”  sniffed  his  better  half,  “a  woman  dosen’t  have  to  wade 
through  four  hundred  pages  of  a  book  to  discover  that!” 


The  teacher  was  having  her  trials,  and  finally  wrote  the 
mother:  “Your  son  is  the  brightest  boy  in  my  class  but  he  is 
also  the  most  mischievous.  What  shall  I  do?” 

The  reply  came  duly:  “Do  as  you  please,  I  am  having  my  own 
troubles  with  his  father.” 

“Remember,  young  lady,  your  beauty  is  only  skin  deep.” 

“You’re  crazy.  It’s  a  layer  of  face  powder,  two  layers  of 
rouge,  a  layer  of  vanishing  cream  and  skin  deep!” 

AN  ERROR 

“Is  Paul  a  good  outfielder?” 

“Why  there’s  nothing  he  can’t  catch.” 

“Then,  why  isn’t  he  playing  today?” 

“He  missed  the  train.” 

SUCH  A  PRACTICE 

Dentist:  Pardon  me  a  moment,  sir,  I  must  have  a  drill. 

Patient:  Can’t  I  even  have  a  tooth  fixed  without  a  rehearsal? 

Witness:  I  swear  he  is  the  man  who  saved  me  from  shame. 

Judge:  How  chivalrous!  What  did  he  do? 

Witness:  He  loaned  me  a  safety  pin. 
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Plenty  $  Dollars  $  for  Dollar  in  this  Buy! 

•  CANNERS  you  were  not  asked  to  advertise  in  this  Program  Issue  simply 
because  we  have  a  far  better  buy  for  you— one  that  will  keep  you  consis- 
tantly  before  all  of  the  leading  wholesale  grocers,  chains,  voluntaries 
and  food  brokers  throughout  the  country,  for  the  entire  year,  for  the 
one  initial  cost,  in  "The  ALMANAC  of  the  Canning  Industry", 

•  Here  you  get  your  advertising  right  along  with  all  of  the  industry's  vital 
references — the  food  laws,  labeling  requirements,  U.  S.  Grades  (for 
quality  determination),  pack  and  crop  statistics,  prices  and  other  data 
necessary  to  every  live  buyer  and  broker,  to  guarantee  a  full  year  of 
attention.  It  should  pay  you  well  to  keep  continually  before  them  during 
this  important  year  of  1941.  Order  space  now  to  assure  good  position. 

Complied  and  published  annually  by 

THE  CANNING  TRADE  20  S.  GAY  STREET  BALTIMORE,  MARYLAND 

Booth  No,  115  at  the  Convention 

•  Machinery  and  Supplymen — Each  subscriber  to  THE  CANNING  TRADE  receives  the 
Almanac.  Using  it  you  can  keep  canners  ever  mindful  of  you  and  your  offerings. 


HAMILTON 

Steam  Jacketed 

KETTLES 


— all  styles,  any  size — made  in  Stain¬ 
less  Steel,  Pure  Nickel,  Monel  Metal, 
Copper. 

Nationally  known  for  their  quality 
of  materials,  construction  and  per¬ 
formance.  Built  by  an  organization 
that  has  made  kettles  for  more  than 
66  years. 

Let  us  quote  and  send  you  bulletin 
of  size  and  type  kettle  and  kind  of 
metal  you  are  interested  in. 

Hamilton  Kettle  Works  Company 

HAMILTON,  OHIO 


D.  LANDRETH  SEED  CO. 

BRISTOL,  PA. 

We  invite  you  to  visit  our  booth  No.  125 
at  the  Convention  and  inspect  our  special 
Canners'  stocks  of  Wilt — Resistant  Alaska 
■  and  Dark  Podded  Thomas  Laxton  Peas. 

We  are  growers  of  Green  and  Wax  Pod  Beans, 
Sugar  Corn,  Pennsylvania  Certified  Tomato 
Seed  and  other  Vegetable  Seeds. 


NEW  WAY 

LABELERS  and  CASERS 

NEW  WAY  EQUIPMENT  IS  PRECISION  BUILT 

NEW  WAY  LABELERS  are  FAST  .  .  .  DURABLE  .  .  . 
ECONOMICAL.  Speedy  resetting  over  a  wide  range  of  cans. 

NEW  WAY  CASERS  to  fit  EVERY  canner’s  requirements  for 
size  and  speed  .  .  .  new  internal  construction  insures  free 

flow  of  cans  and  uninterrupted  operation. 

NEW-WAY  CANNING  MACHINES  CO. 

HANOVER,  PENNSYLVANIA 
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Certified  Tomato  Seed 


We  offer  tomato  seed  produced  in  the  Tri-State  territory  from  hill 
selected  seed  taken  from  the  hill  and  row  plan  and  produced  by 
the  University  of  Maryland  under  the  supervision  of  a  member  of 
the  Maryland  Seed  Certification  Board.  We  have  the  following 
varieties  to  offer: 

CERTIFIED  RUTGERS-CERTIFIED  MARGLOBE 

Produced  in  your  ov\^n  territory,  therefore  acclimated 
and  ready  to  make  top  yield. 

Tri-State  Packers’  Association,  Inc. 

EASTON,  MARYLAND 


A  STRONGER,  BETTER  CASE 
At  No  Extra  Cost 


I  WEBER  w 

iNER  Joint 


THE  SEAMLESS  CORRUGATED  CONTAINER 


ANOTHER  TAKSAI*^  product 

:R&[0 


3500  RICHMO 


HILADELPHIA 


EsLl893 


Write  for 
Somple^2 
Case  and 
Circular 
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WHERE  TO  BUY 


The  Machinery  and  Supplies  you  need, 


GENERAL  FACTORY  EQUIPMENT 


AGENTS  for  Machinery  Mirs. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Geo.  W.  Goddard  Co.,  Ogden,  Utah. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BASKETS,  Wire,  Scalding,  Pickling,  etc. 

BELTING,  Leather. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Geo.  W.  Goddard  Co.,  Ogden,  Utah. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOXES  (Metal),  Lug,  Field. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

BOXING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
New-Way  Canning  Machines  Co.,  Hanover,  Pa. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Machine  Works,  Westminster,  Md. 

BOX  (Corrugated)  SEALING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
New-Way  Canning  Machines  Co.,  Hanover,  Pa. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BUCKETS,  PAILS  AND  PANS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CAN  WASHING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CHAIN  ADIUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

CLEANING  AND  GRADING  MCHY.,  Fruits. 

Chisholm-Ryder  Co.,  Niag[ara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Geo.  W.  Goddard  Co.,  Ogden,  Utah. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COILS,  Cooking. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CONVEYORS  AND  CARRIERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CONVEYOR  BELTS,  Cloth,  Rubber,  Wire. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CONVEYORS,  Hydraulic. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Scott  Viner  Co.,  Columbus,  Ohio. 


and  the  Leading  Houses  that  supply  them. 


COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOLERS,  Continuous. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CRANES  AND  HOISTS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CRATES,  Iron  Process. 

Chisholm-Ryder  Co.,  Niaq|ara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CUTTERS  OR  CHOPPERS. 

J.  P.  Anderson  &  Co.,  Philadelphia,  Pa. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

ENSILAGE  STACKERS. 

Frank  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FACTORY  TRUCKS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FILLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Geo.  W.  Goddard  Co.,  Ogden,  Utah. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FLOORS. 

Drehmann  Paving  &  Const.  Co.,  Philadelphia,  Pa. 

KETTLES,  Plain  or  Jacketed. 

Chisholm-Ryder  Co.,  Niaq|ara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KETTLES,  Process,  Retorts. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KNIVES,  Miscellaneous. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co,  Baltimore,  Md. 

LABELING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

Morral  Bros.,  Morral,  Ohio. 

New-Way  Canning  Machines  Co.,  Hanover,  Pa. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Machine  Works,  Westminster,  Md. 

MIXERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Oliio. 

F.  H.  Langsenlcamp  Co.,  Indianapolis,  Ind. 

POWER  PLANT  EQUIPMENT. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PUMPS,  Air,  Water,  Brine,  Syrup. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


Consult  the  advertisements  for  details. 


SEWAGE  DISPOSAL  SYSTEMS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SPEED  REGULATORS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

SYRUPERS  AND  BRINERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Metal,  Glass  Lined,  Wood. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VACUUM  PANS. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara'  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Geo.  J.  Olney,  Westemville,  N.  Y. 

Geo.  W.  Goddard  Co.,  Ogden,  Utah. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


BEET  CANNING  MACHINERY 


Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 


CAN  MAKERS'  MACHINERY 


E.  W.  Bliss  Co.,  Brooklyn,  N.  Y. 
Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 


CORN  CANNING  MACHINERY 


CORN  COOKER-FaLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  111. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

Geo.  J.  Olney,  Westemville,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

CORN  HUSKERS  AND  SILKERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  111. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

CORN  SHAKERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  TRIMMERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

Sinclair  Scott  Co.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 
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WHERE  TO  BUY  — Continued 


CORN  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Geo.  I.  Olney,  Westernville,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


FISH  CANNING  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


FRUIT  CANNING  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Geo.  W.  Goddard  Co.,  Ogden,  Utah. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


KRAUT  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


MILK  CANNING  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 


PEA  CANNERS'  MACHINERY 


BLANCHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CLEANERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

GRADERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Wm.  F.  Christel,  Valders,  Wis. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 
Scott  Viner  Co.,  Columbus,  Ohio. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

PICKING  TABLES. 

Chisholm-Ryder  Co.,  Niagara  Falle,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  III. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

WASHERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Scott  Viner  Co.,  Columbus,  Ohio. 
Sinclair-Scott  Co.,  Baltimore,  Md. 


PINEAPPLE  MACHINERY 


CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


GRADERS. 

Chisholm-Ryder  Co.,  Niag:ara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


PICKING  TABLES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


SNIPPERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TOMATO  CANNING  MACHINERY 


EXHAUSTERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co,  Inc.,  Baltimore,  Md. 


PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


SCALDERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TOMATO  PRODUCTS  &  HHCE  MACHINERY 


COOKING  COILS  for  Kettles  and  Tanks. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


lUICE  EXTRACTORS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


PRESERVERS'  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


STRING  BEAN  MACHINERY 


BLANCHERS 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


JUICE  HEATERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


KETTLES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


PULPERS  AND  FINISHERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
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GENERAL  FACTORY  SUPPLIES 


ADHESIVES. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

BASKETS  (Wood),  Picking. 

Planters  Manufacturing  Co.,  Portsmouth,  Va. 
Riverside  Manufacturing  Co.,  Murfreesboro,  N.  C. 

BOOKS,  on  Canning,  Formula,  Etc. 

A  Complete  Course  in  Canning. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  Industry. 

BOXES,  Corrugated  or  Solid  Fibre. 

Eastern  Box  Company,  Baltimore,  Md. 

David  Weber  &  Co.,  Philadelphia,  Pa. 

CANS,  rm,  AU  Kinds. 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Baltimore,  Md. 

Heekin  Can  Co.,  Cincinnati,  Ohio. 

National  Can  Co.,  Inc.,  New  York-Baltimore. 

Phelps  Can  Co.,  Baltimore,  Md. 

CAN  SEALING  COMPOUND. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

CLEANING  COMPOUNDS,  Cleansers. 

FERTILIZER. 

American  Cyanamid  Co.,  New  York,  N.  Y. 

INSECTICIDES,  Dusts,  Sprays. 

INSURANCE,  Canners. 

Canners'  Exchange,  Lansing  B.  Warner,  Chicago. 

LABELS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  for  Analyses  of  Goods,  Etc. 

National  Canners  Assn.,  Washington,  D.  C. 

PASTE.  CANNERS'. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

F.  H.  Langsenkamp  &  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SALT. 

Scientific  Tablet  Co.,  St.  Louis,  Mo. 

Worcester  Salt  Co.,  New  York,  N.  Y. 

SALT  DISPENSERS. 

Scientific  Tablet  Co.,  St.  Louis,  Mo. 

SEASONINGS. 

Wm.  J.  Stange  Co.,  Chicago,  Ill. 

SEEDS,  Canners',  All  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Northrup,  King  &  Co.,  Minneapolis,  Minn. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

SEEDS,  PEA  AND  BEAN. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Northrup,  King  &  Co.,  Minneapolis,  Minn. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

SEED,  TOMATO. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Northrup,  King  &  Co.,  Minneapolis,  Minn. 

Tri-State  Packers  Association,  Easton,  Md. 

SEED  TREATMENT. 

Bayer-Semesan  Co.,  Wilmington,  Del. 

SUGAR,  DEXTROSE. 

Corn  Products  Sales  Co.,  New  York,  N.  Y. 

TIN  PLATE. 

WAREHOUSING  AND  FINANCING. 

Douglas-Guardian  Warehouse  Corp.,  Chicago,  Ill. 
Terminal  Warehouse  Co.,  Baltimore,  Md. 
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The  HAYNIE  HOT  WATER  TOMATO  SCALDER 


The  Haynie  Hot  Water  Tomato  Scalder  has  been  manufac¬ 
tured  and  sold  exclusively  by  us  since  1938. 

Never  in  the  history  of  the  tomato  canning  industry  has  a 
scalder  been  offered  the  canner: 

•  Where  the  time  of  scald  is  controlled  according  to  the 

ripeness  of  the  tomato 

•  Where  it  is  possible  to  remove  the  skin  at  "onion  skin" 

thickness 

•  Where  it  is  possible  for  the  peelers  to  remove  (slip  off) 

the  skin  in  less  time  than  when  the  tomatoes  are 
scalded  by  other  methods,  thus  increasing  the 
peelers  capacity 

•  Where  it  is  positively  possible  for  the  canner  to  secure 

greater  yield  over  the  use  of  any  other  make  of 
scalder — let  us  prove  it 

•  Where  on  a  reasonable  size  pack  the  saving  of  steam  has 

paid  for  the  scalder  in  one  season  as  compared 
to  the  operation  of  any  make  of  steam  scalder. 


The  Haynie  Hot  Water  Tomato  Scalder  has 
been  successfully  operated  during  the  past 
three  years  by  forty  nine  prominent  canners 
located  in  Maryland,  Delaware,  Virginia, 
Pennsylvania,  New  York,  Ohio,  Indiana,  Mi¬ 
chigan  and  Texas  and  orders  are  now  being 
booked  for  1941  season. 

The  Haynie  Hot  Water  Tomato  Scalder  is  sold 
outright  and  not  offered  on  a  royalty  basis. 

The  Haynie  Hot  Water  Tomato  Scalder  is  of 
all  steel  welded  construction,  eguipped  with 
clutch  sprocket  drive,  adjustable  overflow  for 
controlling  the  water  level  and  includes  self- 
operating  temperature  controller. 

We  are  sole  manufacturers  under  license  for  the  manu¬ 
facturing  and  selling  of  the  Haynie  Hot  Water  Tomato 
Scalder  on  which  a  number  of  claims  have  been  allow¬ 
ed  by  the  U.  S.  Patent  Office. 

Exhibit  Space  No.  3  Stevens  Hotel,  Machinery  Hall. 
Direct  telephone  connections  to  exhibit. 


FOR  COMPLETE  DESCRIPTION  OF  ENTIRE  ROBINS  LINE  SEND  FOR  CATALOG  NO.  600 


A  K  ROBINS  and  COMPANY,  Inc. 


BALTIMORE 
MD.  U.  S.  A. 


MANUFACTURERS  OF  CANNING  EQUIPMENT 
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GREETINGS 

to  your  Association,  meeting 
in  Annual  Convention  to 
renew  cherished  friendships 
and  to  take  counsel  upon  the 
future  course  of  your  Industry. 
*■  Surrounded  by  deepening 
responsibilities,  let  fresh 


inspiration  come  to  you  with 
the  realization  that  American 
ideals  and  institutions  still 
survive.  *  Spirit,  unity  of  pur¬ 
pose  and  enterprise  are  /ree 
to  exercise  th'at  leadership 
which  has  made  yours  a  repre¬ 
sentative  American  Industry. 


AL 


*  * 

NATIONAL 


CAN 


CORPORATION 


